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| merchandise dis- 


plays command the attention of your 





customers. Every quality of these 
fast-selling brushes appeals to the 
buyer. It is no wonder that Wooster 
dealers spend very little effort in sell- 
ing their people what they want. 
Wooster Brushes, prominently dis- 
played, sell themselves. The Wooster 
jobber’s salesman will be glad to 
tell you how you, too, can increase THE NO. 17 WOOSTER 
your brush sales with less effort and VARIETY VENDER 


Ask the Wooster jobber's sales- 
man to explain the Wooster 
3-point Merchandising Plan. 


at a lower cost. 
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As you know, most people don’t do a very thorough job locking up their houses. 
They have a lock of high security and quality on the front door, but forget that 
the one on the back door should be as strong. Or they put on the garage a cheap 
padlock that presents no problem to thieves! 


SAFER HOUSES MEAN BIGGER SALES 


Now the situation actually presents an oppor- 
tunity to you to make more money. For every 
time a Customer puts on a stronger lock, it’s a 
bigger sale and more profit for you. 


Here’s what Yale is doing to convince your 
customers that they should pay more money for 
better locks. 


First, we found out that almost any locksmith 
you talk with believes that locks made by Yale 
are the best! 


Second, some of the country’s leading lock- 
smiths have prepared statements advising the 
public to spend more money for locks — prefer- 
ably Yale Locks. 


Third, we are publishing these statements in 
America’s biggest circulation weekly, the SAT- 
URDAY EVENING POST .. . attracting atten- 
tion with exciting experiences of locksmiths 
who have been called in on tough lock-opening 
assignments. 





... THE LOCK RECOMMENDED BY 
THE WORLD’S LEADING LOCKSMITHS 


Padlocks, Night Latches, Deadlatches, Deadlocks 
Cabinet Locks, Combination Locks, etc. 


THE NAME YA L E 


HELPS MAKE THE SALE! 


FREE BOOKLETS containing locksmiths’ exciting adventures. For counter distri- 
bution. Write us today for a free supply. Address 200 Henry St., Stamford, Conn. 


THE YALE & TOWNE 











Two statements by locksmiths, 
printed in Yale & Towne advertisements in 


SATURDAY EVENING POST: 


“It doesn’t take an expert to pick or break a 
cheap lock. My advice to you is — if you buy a 
lock for protection, buy rea/ protection. If it’s 
a padlock, get the YALE super pin-tumbler 
padlock with hardened steel shackle. And for 
extra protection, be sure the name YALE is on 
the lock. Price for price, YALE quality work- 
manship offers the most protection for your 
money.” 


“Even a kid can pick or break a cheap lock 
on your house, closet, safe or garage. Safe- 
guard your property by buying ‘YALE, for 
example, the ‘YALE DEADLATCH.’. It cannot 
be opened with skeleton key, a hairpin or by 
a blade inserted between door and jamb. And 
make sure the name ‘YALE’ is on all locks you 
buy. Price for price, they give you the most 
protection for your money.” 





MANUFACTURING CO. 
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GET READY 
for the Doo-Klip 


aint 
77 lL 
Tyrty 


in 1941! 


The Doo-Klip 
Weeder 
Retails at $1.50 





} 


We're Telling Over 15,000,000 Families to See You 
for DO6-Klip Lawn Tools 


Again this year, the D6o-Klip Line will be one of the most widely advertised group 
of fast-selling items in your store. 

More than 15,000,000 families and at least 3 times that many readers will see the 
powerful Dodo-Klip advertising in their favorite magazines. 


NEW CUSTOMERS FOR YOU 


And, Mr. Dealer, when you tell more than 15,000,000 folks how Doo-Klip lawn 
tools save time and labor—how they make it so much easier to keep a lawn trim and 
beautiful—you’re going to get BUYING ACTION. For every person who has a lawn 
needs at least two of these handy tools. 

Every dealer who stocks and displays the Doo-Klip line will cash in on this BUYING 
ACTION that will be created for him this year. Doo-Klip ads will direct buyers to your 
store—they will round-up customers for you. So check your Doo-Klip stock today. 
Don’t lose sales this spring because you’re out of something or because you don’t carry it. 


Doo-KLIP LINE for / 
GREATER PROFITS / 


The DOo-Klip 
Long Handled 
Grass Shear 
Retails at $2.50 





The Doo-Klip 
Standard Grass Shear 
Retails at $1.50 


The Doo-Klip 
Snip-itt Grass Shear 
Retails at 79c 


CALL YOUR JOBBER...OR WRITE... ALLIANCE MFG. CO. « ALLIANCE, OHIO 
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COMPACT! 


For National Hardware Open 
House, Stanley announces a brand 
new, compact, colorful Cabinet 
Hardware Display with three 
panels. Supplied with a well- 
rounded stock of Cabinet Hard- 
ware. This hard-working unit is 
only 12” wide x 14” high. Yet its 
three attractive panels display 17 
different fast-selling items. The 
hardware is chrome and _ nickel 
finish, some with Stanley “Multi- 
chrome” color inserts. The display 
itself is beautifully finished in 


ivory and blue. 
CABINET * this display in your window 


‘ d , . d H 
HARDWARE National Hardware Open House. 


Your jobber will supply you, or 


j write for colorful folder that de- 
scribes it completely. The Stanley 
s Works, New Britain, Connecticut. 


Ask Your Jobber! 
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Did you ever 
ave a 
baby ? 


Care for Children? 


Manage a Home? 











If you haven’t yet sold the Gibson line, you have yet to experience 
the thrill and satisfaction of: 

1- Knowing you have an “exclusive” that your next-door 
competitor hasn’t got! 

2- Having a low-priced conventional drop-type evaporator 
model in the Gibson line — priced at $89.95 — from 
which you easily sell up to the Freez’r Shelf models 
which women buy! 

3 - Making a profit on your refrigerator operation — instead 
of merely swapping dollars. There are definite differences 
bet ween Gibson’s lower priced and higher priced models — 
differences you don’t get in other lines — and this enables 
you to sell up, instead of compelling you to stay down. 

These are the reasons why 40.7% more dealers, up until February 
22, 1941, have signed Gibson franchises than signed them in the 
same period in 1940. 


AVING babies — caring for children 

—managing a home — doing these 
jobs results in The Woman’s Point of 
View . . . The Gibson Freez’r Shelf, with 
its many exclusive advantages, does reflect 
The Woman’s Point of View. 
big reason why Gibson’s sales progress, 


This is one 


for four consecutive years, has been sen- 
sationally ahead of the industry’s average. 








GIBSON 
KOOKALL ELECTRIC 
RANGE 


Sensationalin value, 
and in kitchen features! 


Whatever other make you have on your floor, you can build a 
bigger profit by adding Gibson. IT PREVENTS SHOPPERS 
FROM WALKING OUT— BECAUSE IT’S DIFFERENT! 
There’s a Gibson Distributor near you — write, wire or phone 
him today! 


Waist-high broiler — 
no stooping, no split 
stockings wo-ele- 
ment banquet-sized 
oven. And the Kookall 

A deep well 6-qt. cooker 
Extra steams, bakes, deep- 
fat-fries! . . . Lowest 


- |GIBSON 


mae Get Gibson — Make a Profit! 
DEFROSTAJAR 


Lamp, Condi- 
ment Sets, 








CHILL-DRAWER 








FREEZ’R SHELF 

















Cuts out usua] space-wasting drip - pan— 
meat-container combination — gives 
user practically an extra square foot of 
100 % usable space on top shelf, where 
space is needed most, 





Keeps meats prime fresh for days, and 
chills desserts beverages and sa ads. 
Modern foods demand this big, roomy f 
near-freezing, humidified she 


The One and Only! Fullwidth (not cramped by‘ ‘gadget” 
partitions) — eliminates old - fashioned dropped -down 
reezing unit — provides usable frozen storage capacity 
(nearly 5 gallons) A “must” for modern menus 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 


GREENVILLE, MICHIGAN Export Office: 201 N. Wells St., Chicago, U.S.A. @ Cable Address: Gibselco, Bentley Code 


Mahers of Freeg'r Shelf Refrigerators and Kookall Electric Ranges 


SEND YOUR INQUIRY TO GIBSON—IT WILL PROMPTLY BE FORWARDED TO YOUR GIBSON DISTRIBUTOR 
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“YANKEE” Co-operates 


with HARDWARE Open House 


YANK E Ee’ = MAY 1-10, 1941 
DRILL POINTS ane HERE'S YOUR 
(oproved Type OPEN House NEW HANDYMAN 


NO CHUCK ADAPTER REQuinen MAY 1-10. 1901 


3 SIZES 5/64" 2/¢4- 9/64” ron PS 2% PROFIT MAKER 


Haire s 
ANDYMAN 


SPIRAL SCREW DRIVERS NOS.33H- 133H-233H 


SPECIAL 
RETAIL PRICE 


29° 


ONE PIECE DRILL POINTS... ~ soe caddnniee 
WILL NOT LOOSEN IN USE MAY 1-10 
wy ogy ue 
« oee.t a ——_ ae No.333H“Yankee-Handyman” 


icmnetil Merchandiser consists of 
colorful card on which are 
mounted three sets of new im- 
proved Drill Points, each set in 
transparent non- -breakable con- 
tainer. Net weight 5% oz. Size 
of card 5" x 8%". Order from 
your jobber. 





Yea"H %s"H 1 _%ea" 'H 
Improved one-piece “Yankee- 


Handyman” Drill Points are 
available in these three sizes only. 





THE NEW CHEF NEW LUMALARM 


Only, $3.95 oe Only $3.95 sn 











A new G-E Kitchen Clock for wall or shelf. An exceptional G-E Alarm Clock value. Luminous 
Stainless metal trimmings. A quality clock at a dial and hands, bell-type alarm movement and 
new low price! Full mark-up. many other high-priced features! Full mark-up! 


PLUS 


POINT OF SALE DISPLAYS—-FREE! NATIONAL MAGAZINE ADVERTISING 





Dramatic full Clhche goose 


ered Much Cowles 


page advertise- 
ments featuring 
Special Models 
in Saturday 
Evening Post, 
March 15th, 
and Look, 
March 11th! 








Colorful, sales-stimulating displays for window 
and counter which identify your store as the 


ie ee EQUALS 





HOW TO CASH IN! 


Your local General Electric Clock Wholesaler 
has a money-making deal to offer you on these 
Special Models. Phone, wire or write him— 
today—as the bargain prices will apply only so 





long as quantities last. To cash in, act now! NATIONAL 
CLOCK SALES, GENERAL ELECTRIC CO., HARDWARE 
BRIDGEPORT, CONNECTICUT Open Hoe 
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New Clipper” 
features qut (COOPER 
years ahqad/in econ- £ 


The COOPER line for 
‘41 bring to the hard- 
ware trade an oppor- 
tunity tq materially 
increase profits from a‘ 
great new market not 
formerly available to 
them. Hvery model 
in the Jne| is pre- 
cision - Huilt} as a 
power upit every 
model i¢ priced to 
meet anyjcompetition 


on a qué@lity| basis ¢ NEW PU od CLIPPER 


every m@del|is engineered to give long and 
economigal service ® every model is a real FEATURE ) 



















PROFIT fmaker. Seven units at $76.50 to Yo) CST M1) MB ol betal: Ce Timken 
$440.00 dffectively meet every possible lawn STOPS TS NEES obale) 
mowing problem. New and exclusive Weed All-steel electric welded reel 


Cutting fttachment now available at small 
additiongl cast. 


Write D@sk (3) 431 NO W for new literature 


and neafest distributing point. Go AHEAD 
with COPPER IN ‘41. PROOF OF COOPER VALUE 


All clutches eliminated 
Enclosed chain and sprockets 


Briggs & Stratton 4-cycle engine 
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FAIRBANKS-MORSE “PACKAGE UNIT” WATER SYSTEMS 


~ee-a Better Line to SELL 
than to Sell Against 


THE LEADING LINE OF 


, EJECTOR-TYPE WATER SYSTEMS 
HEN you find a line that has every- 
thing, isn’t it more profitable to sed it 
than to compete with it? 

That's the kind of a line you'll find in 
Fairbanks-Morse Water Systems. It’s the 
only complete line of water systems: all 

es incladi St .¢ “é Mow sad a? Model 370-7, 
types, including ejectors for shallow anc Seeteeeibaionten 
deep wells; all sizes, including fast-selling type. Comes com- 
small units that are ideal price leaders at pletely assembled 
$47.50, $51, $57.50, and $65 i? ——aee SO 

' 4 —— i PLUG IN! 

F-M Water Systems are easy to sell... 
four generations have known ‘‘Fairbanks- 
Morse” to mean dependability. F-M stand- 
ards of engineering, materials, and con- 
struction are maintained even in the price 
leaders. Extensive advertising in national 
magazines and state farm papers paves your 


Shallow Well Ejectors 


way; abundant dealer helps accelerate your Shallow well units now account for more than 70% 
delay eet z . of all water system sales. And the ejector type has 
sales. Territory protection assures you of , eR Pe elle 
“<f2 . gained great popularity. So it’s vital for you to have a 
profiting from your work. complete, readily salable line of shallow well ejectors. 
Only Fairbanks-Morse offers such a line... including 
systems of /ess than 250-g.p.h. capacity to meet the 
needs of 30% of shallow well customers. 


Find out now if a dealer franchise is avail- 
able in your territory. Write Fairbanks, 
Morse & Co., Dept. C110, 600 S. Michigan 

. Ave., Chicago, III. 


Deep Well Ejectors 


‘ 
In this type of water sys- 
tem, too, the F-M com- 
plete line offers advan- 
tages important to dealer 
and customer: modern 
design; quiet operation; 
no belts, gears, or leath- 
ers; only one moving 
part; no moving parts be- 
low ground; all pipe con- 
nections aboveground. 


ee ee ee 


Manufacturers of Precision Equipment for I11 Years 
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When customers cme in, don't be out of thee power 


range 


game hut High Vl 
game hunting! Velocity .22’s are favorites for 
shooting and where maximum power is needed. 


plinking, pest control iy vg wond 


; You know rimfire business is on the climb, and that right at 
the head of the procession are PETERS “HIGH 
VELOCITY” .22’s! They’re just what shooters want... 


deliver a smashing blow, even at 300 yards... 


hit small 


game so hard it goes down and stays down...have Rustless 


priming that makes barrel-cl 


leaning unnecessary. Supplied 


in .22 short, long and long rifle, with strong brass cases and 


solid or hollow point bullets. 


This is a real shootin’ cartridge . . . 


packs a whoppin’ lot of 


SALES POWER for you. Don’t pass up its profit-making 
possibilities. Be prepared .. . stock up now! . 


And Don’t Forget These 
Shooters’ Favorites! — 


PETERS “DEWAR MATCH” .22's. 
Designed for tournament nae 
shooting. A truly cy ea -22 

rifle match cartri 
Peters well- known curacy 
specifications. * Rustlon’™ ‘inion, 





PETERS “POLICE MATCH” .22's 
have their su accu- 
racy sensational victories in 
cham; events. Also sup- 
ben * -32's, gt ly BS Sica 
Mt among the nation's 
champion Packers, 






















Stack upp Nowwith PETERS NEW 
“INNER-BELTED” BULLETS 


“INNER-BELTED’ HERE'S THE 
“INNER-BELTED” HOLLOW POINT DIFFERENCE: 


SOFT POINT 


s * Conventional “Inner-Belted’ 

j ower { e Soft Point Soft Point 
This cross-section diagram 
shows how the thick mid- 
section of the ‘“Inner- 


4 Belted” metal jacket con- 
trols expansion . . . clinches 
the lead core in the large 
base-chamber . . . prevents 

p k S disintegration. 
For You! 


Hunters have always wanted soft point and hollow 
point bullets that provide positive controlled ex- 
pansion and minimum disintegration at ALL hunting 
ranges for medium or big game. Now they can have 
exactly what they want—at no increase in price 
over conventional-type bullets! 

Close-in or far-out, these sensational new bullets 
drop game in its tracks—yet both offer finest accu- 
tracy—as proved by exceptionally small groups in 
tests at 200 yards. 

A money-maker and a satisfied-customer-builder if 
ever there was one! 


















Theres a Ferers 
Shot Shell tor 


Every Purpose f 









“HIGH VELOCITY” SHELLS. Extra “VICTOR” TRAP AND SKEET LOADS. 
speed, distance and wallop. The blue Felt wads prevent leading of barrels Withspeed intensity ignition. Fires 
shell that reaches out high and fast. and help give shot a uniform spread. each shot uniformly in 1/5000 of a 
“Rustless” priming. Tough Water- Supplied in 10, 12, 16, 20 and 28 second. “‘New Peters Crimp” (no 
Tite shell body. Supplied in 10, 12, gauges. Also available in 12, 16 and top wad) eliminates blown patterns. 
16, 20, 28 and .410 gauges. Variety 20 gauge spreader loads. Popular Supplied in 12, 16 and 20 gauges. 
of shot sizes. Also buckshot and rifled priced, but held to the high Peters 

slugs for medium or big game. standards. 


PETERS CARTRIDGE DIVISION, Remington Arms Co., Inc., Bridgeport, Conn. 
MEMBER AMERICAN WILDLIFE INSTITUTE, “FOR A- MORE ABUNDANT GAME SUPPLY" 


“VICTOR” SHELLS (Field Loads). 









These pliers 


HOLD THEIR EDGE... 


and your customers 





Good pliers should snip high-strength, plow steel wire then 
cut paper cleanly as a pair of shears. To meet such tests, 
these much-abused tools are made from steels with hardness 
to resist wear, plus toughness which resists shock and dam- 
age to cutting edges. That means heat-treated alloy steels 
strengthened and toughened by additions of Nickel. At 
right you see pliers, made from Nickel alloy steel by Peck, 
Stow & Wilcox Co., Southington, Conn., tested for uniform 
cutting ability. 


Nickel alloy steels respond readily and uni- 

formly to simple heat treatments that in- | " Sg 
crease strength and toughness. Below you om ssf 
see “Pexto” pliers undergoing Rockwell 

hardness tests. Peck, Stow & Wilcox specifies 

Nickel-molybdenum steels for longer-lived 

hand tools. 


Using heat-treated 
Nickel molybdenum 
steels, Peck, Stow & 
Wilcox makes certain 
Pexto*tools have extra 
strength, hardness and 
toughness to withstand 
long, hard usage. 


For use on overhead wiring 
where tool slippage or break- 
age might cost a life. Pexto 





strand pullers are carefully —- = 
built of Nickel alloy steels. ae > You can always recommend those better tools 
which are made from tougher Nickel alloy steels. 
Ask your supplier, “Is this Nickel steel?” 


THE INTERNATIONAL NICKEL COMPANY, ING. new vorx, wv. 
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... And Mrs. Spratt, if you recall, could eat no lean. We're all about like 
that, over one thing or another—with individual likes and dislikes, individ- 
ual needs. And that’s a good reason why you should stock the complete 
Bethlehem line of Galvanized Steel Roofing. For among your customers 
you'll find a wide difference of opinion on the subject of roofing, and a wide 
variety of demands for different styles, weights, and lengths. 


When you stock the complete Bethlehem line, you give your customers 
as wide a choice as possible—and make more sales as a result. Stormproof 
and Weatherproof Sheets, two-, three- and five-V Crimp Sheets, 1'/,- and 
2',,-inch Corrugated Roofing and Siding Sheets, Roll Roofing—all of these 
Bethlehem products are available in a wide range of gages and lengths. 
Among these types and styles each customer will easily be able to find the 
roofing he wants at the price he wants to pay. 








corrosion-resisting steel. 





Whatever different ideas your customers may have on roofing 
styles, though, there’s one thing they'll all agree on: that 
copper-bearing Beth-Cu-Loy sheets, giving double life or 
better for only a few cents more per sheet, are the best invest- 
ment yet. All Bethlehem roofing is available in this special 


BETHLEHEM STEEL COMPANY 
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Everything You Need to Know 
About BUILDERS’ HARDWARE 


NOW?! 
For the First Time 
in Permanent 
BOOK FORM 


ON tuwa 


awa 


This is your only seurce of 
complete, authentic, easy-to- 


v4 
> 
- 
, 
= 
a 
« 
S 
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read information on all phases 
of BUILDERS’ HARDWARE 


tno 


ao 











a If you are one of the many hardware men who have always 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE” is the book for you. 


You will get the benefits uf the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average home to schools, hotels, 
office buildings, churches, apartments, etc. 


You'll also be shown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. 


The experienced Builders’ Hardware Engineer will want this book 
for its use as a handy reference work. The beginner will want it 
as a text book to use as the only complete home study course in this 
subject ever published. 


Your clerks, too, should have this new book. They will become 


more valuable to you and more valuable to themselves by reading 
and studying it. 


maATL 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


THIS 


Please send me 








Here are some of the fectures and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x I1'/2 inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and "follow-up" items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 11!/2 inches, 
Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
dex, etc. 

Over 600 Illustrations, Charts and Diagrams. 








CcOoOuPOnN 


ORDER YOUR COPY NOW 


Prepare yourself for the opportunities a 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS' HARDWARE MEN ARE SCARCE. 


TODAY 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 


Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


NAME . FIRM 


ADDRESS eee, 


STATE 


() Check here if you enclose payment, in which case we pay postage. 
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“HEY BILL, HOW SOON 
CAN | BORROW BACK 
MY BURNER BASKET?” 












— NEEDS 


OM 
EVERY eg BASKET 


Get this bummer’ 
























CYCLONE 333 Gz) 5. ef 22 
BASKETS = 33 52 2° 53 33 
po an 

ROBABLY not half of the cus- — tomer. These sturdy and attractive ee | | 28 dll hel 14 bu. 
tomers you serve have burner baskets sell on sight. Display them. “ed Tag” Borwer gg 23" 18 15" be 

baskets. Yet most of them burn Check the table at the right. Then aa es" one - 2s proans eo 
papers and rubbish. So there’s an call your jobber and order a complete mos | (88 20") 18 1S" 2h 
opportunity to get a nice volume in _ assortment in time for the big clean- FlexTop Burner 9532” 19 15" 24 bu. 
burner baskets by displaying them. | up season ahead. Ask him—or write canal | sual ee |aer| | aa be 
The easiest way to get this busi- us — for folders and displays that i A kw “i — 
ness is to stock Cyclone “Red Tag” __ will help you build sales. Garaget 144 29" 20" 16" 23 bu. 


Burner Baskets. The Cyclone name 
is a recognized mark of quality. And 
the Cyclone line gives you a basket 
to fit the purse and need of every cus- 


BURNER BASKET 


MARCH 20, 1941 


CYCLONE FENCE DIVISION 
(AMERICAN STEEL & WIRE COMPANY) 

Waukegan, Ill., Branches in Principal Cities 
United States Steel Export Company, New York 
LAWN FENCE - GATES - HARDWARE CLOTH 
SCREEN CLOTH RUBBISH BURNERS WIRE MATS 


FLEX-TOP BASKET 





























POINT TO THIS TAG 
It says “It’s Cyclone” and 
it helps make sales. 
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FOR SHALLOW WELLS—FOR 


Only ON E No other water system offers the amazing performance and 
economy of this revolutionary new Myers Malti-Flow Ejecto 
MOVING PART which gives more than double the capacity of other pumps 
of equal horse power. Think of it! No moving parts down in 
-No Movin ar S the well! Just one moving part in pump. 
q Part 
Down in 
0 Well 
ee 









The Myers Malti-Flow Ejecto challenges comparisons. Compared 
with other systems of equal capacity, it costs less to buy— 
uses less current, costs less to operate. The Myers Ma/ti-Flow 
Ejecto is simple to install and can be off-set from 
well. Shallow well pump ts easily converted to 
deep well operation by adding regulator and in- E 
stalling ejector assembly and piping in well. } 


Write or wire today for details! 
Remember! No other water system—whatever 
its Claims—offers you Myers Malti-Flow Ejecto 
features. Don't fail to get the facts about it and 



















































= see for yourself the tremendous sales opportuni- SI 
if (a ties it offers you. We'll rush information on re- 
* as a. ceipt of letter or wire. 
DEEP WELL PUMP K 
At left is typical deep well OMPARISO AR DEEP e377 Wale 
installation. — er ; iat weed skulle WELL [CAPACITY GPHI welt CAPACITY GP MOTOR 
in well available in “Twin” ale pnoane’ LIFT [20 .ps.[eo ues.} LIFT 20 6s. Jno ces 
. x pnt a v* te MYER } ‘ pay : 80 300 210 100 210 | 140 V2 Le 
larger wells “ ali | | 
Fara ong er eee ee ae | aa 80 | 260 | 00 | 100 | 160 | 10 Y2 9) 
3 rf i = 
MANUFACTURER B| PCLE STASE | 89] 270] 65 | 90] 205 | 35 V2 
SHALLOW WELL PUMP COMPARISON CHART— SHALLOW WELL OPERA EI 
At right is typical shallow BASED ON 20’ SUCTION LIFT 
well installation. Note sim- > YPE PUMP 
plicity. Well pipe and foot ] Sty 
valve only requirements. All hag ° o "2 de 





Efecto pumps can be install- 
ed over well or off-set from 


well. 
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PUMPS 
GIVE YOU ALL THESE ADVANTAGES 


ONLY MYERS 77lulti-Flow Ejecto 


SIMPLICITY! Only one moving part. No moving parts in well. Easy to install. 
Can be installed over well or off-set from the well. Shallow well pump is easily 
converted to deep well operation by adding regulator and installing ejector assem- 
bly and piping in well. 

ECONOMY! Myers Multi-Flow Ejecto pumps for shallow wells give more than 
double the capacity of other pumps of equal horse power. More water at lower 

pacity pum} | 
operating COst. 


LONG LIFE! Mechanical simplicity reduces wear to a minimum. Built to quality 


lards that have made Myers pumps famous for over 70 years 
| 7° } 


stan 
SMOOTH OPERATION! Quictness unequalled Exceptional construction and 
design features contribute to noiseless operation. No pounding, no knocking 


EFFICIENCY! Automatic Air Charger-Regulator, capacitor type motor and other 


Myers features mcan maximum efficiency. 


Styled in keeping with modern trend. Compact—pleasing in appearance—miles ahead in 
ping I i g ppc 
design and construction! Sales possibilities unlimited. Write or wire at once for details. 


THE F. E. MYERS & BRO. CO., ASHLAND, OHIO 


PUMPS — WATER SYSTEMS — DOOR HANGERS — HAY TOOLS 


MARCH 20, 1941 








> 
EASY TO Sowice! 


AN EXCLUSIVE MYERS 
FEATURE! 





an 

(PATENTS PENDING) 
This new and revolutionary improvement 
puts Myers Ejecto Water Systems miles 
ahead in performance. (Patents Pending) 
Assures adequate tank pressure through its 
positive charging operation. Does away 
with pressure failures you may have exe 


perienced in other makes. 


MYER 


PUMPS “WATER MYERS... HANGERS 
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Any merchant will agree that well-dis- 
played merchandise will substantially in- 
crease sales. Crescent Tool dealers are 
offered an unusual opportunity to dress 
up their store displays at no cost to them 
whatever. Here’s how. 

The Crescent Tool Company maintains a 
well-equipped Display Department at the 
factory whose sole job it is to build 
custom-made displays to individual deal- 
er’s specifications. Any desired selection 
of tools will be assembled. Units can be 
of any dimensions or finish. Exact color 


matches can be assured by the dealer 
specifying not only color, but brand 
name of the paint used on other store 
fixtures. The only charge made is for the 
tools themselves. 

In the display illustrated above, we furn- 
ished the panel to fit the dealer’s standard 
display door. All tools are so fastened that 
they can be quickly and easily removed 
for demonstration. We wiil gladly cooper- 
ate in developing special displays to meet 
your individual problems. Your inquiries 
are invited. 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


CRESCENT 


and Smith & 


Hemenway 


TOOLS 
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Goodyear Emerald Cord hose is the 
deluxe quality of all lawn hose. It is 
designed for the most severe type of 
service. Two braids of double cotton 
cord reinforcement make a suitable 
foundation for the beautiful but toughest 
possible green ribbed cover. Furnished 
renown of the Goodyear name, for wherever rubber is used, this in 54", 34” and 1” sizes complete with 
couplings. 


Dealers all over the country, who have standardized on the 
Goodyear line of garden hose, find they have cut themselves a 
bigger slice of profits than ever before. 


a  <e 


Of course they get a tremendous start with the unquestioned 


name is a synonym for high quality. 





The reinforcement consists of one dou- © 


But quality, high as it is in Goodyear hose, is not enough, for ble braid of genuine Supertwist Cord. 


reasonable prices and wide-range adaptability must accompany The cover is light brown and styled with 
a unique arrangement of longitudinal 
ribs. Very high quality rubber stocks 
are used, producing a light weight, easy 
to handle hose, having great strength 
and long wearing qualities. Women and 
need, from the finest hose a¢ any price, down to the low-price field. children appreciate the lightness of 

Supertwist. Furnished in bales of ap- 


E ‘ proximately 500’ of hose without coup- 
Into every length of hose goes Goodyear “know-how.” Every lings; or in 25 or 50 foot sections com- 


length /ooks like the champion it is—and performs like it. plete with couplings, size ¥%”. 


it, so that a sale need not be lost from either of these factors. 


ST 


The five hoses in the Goodyear line cover every garden hose 






The reinforcement consists of two heavy, 
double-braid cotton cords. Light in 
weight, easy to handle, yet strong and 
durable. The cover is black and styled 
with an unique arrangement of longi- 
tudinal ribs. Furnished in bales of ap- 


And each one represents standout value at its price! proximately 500’ on %” size; 475’ on 
34,’ size without couplings; or in 25 foot 






All these hoses are sturdily reenforced, with a tough, lively cover 


that stands up under twisting and scuffing. All of them are easy 











to handle and hard to wear out. 


ww. w 


‘i 
or 50 foot sections complete with coup- | 
Add to all this the fact that with five numbers you have mass lings, sizes 5” and 34”. : . 
coverage of the entire held, under the winged foot trade-mark . : ir 
: : , ave The reinforcement consists of one heavy, : 
of “The Greatest Name in Rubber.” Add to it the simplicity of . double-braid cotton cord and is a high | : 
stockkeeping, of bookkeeping and of display. quality attractive hose at moderate price. 
The cover embodies a sine curve design J 
—producing an attractive product. Fur- . 
You'll probably agree that you can cut yourself a bigger slice of nished in bales approximately 500’ of ~ . 
profits than ever before. hose without couplings; or in 25 foot | 
or 50 foot sections complete with coup- te 
lings, size 54"’. 3 fr 
And you'll want to know the complete story about the Goodyear 
line—"‘the line that’s going to town.” & The reinforcement consists of one heavy th 
4% cotton braid. High quality brown cover h: 
: styled with a corrugated design that is ~ b 
So you'll write Goodyear, Akron, Ohio, or Los Angeles, Cali- distinctive, attractive and has long wear- | ré 
fornia. ing qualities. Furnished in bales ap- | hi 
proximately 500’ of hose without coup- } al 
lings; or in 25 foot or 50 foot sections ce 
And you'll be glad you did! complete with couplings, size 4%”. bi 
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of sheets?” 





Could you use 
an order for 65 Squares 








HAT’S approximately the amount of business you 

get when a customer buys steel sheets from you for 
a hay barn like the one illustrated at the right. This build- 
ing is one of the many types where steel construction has 
proved practical. Poultry houses, barns, machine sheds, 
corn cribs and many other farm buildings are being built 
with steel. For farmers have found that they are money 
ahead with its low cost, weather protection and Jong life. 


It will pay you to get in step with this trend to steel. 
When you hear that one of your customers intends to build, 
tell him about the economy and long life of steel—offer 
free building plans we provide—and get his business. 


Here’s a good way to show customers you can give them 
their money’s worth in steel sheets. Tell them that you 
handle U-S-S Steel Roofing and Siding Sheets. It’s good 
business to do this—for these sheets are famous for first- 
rate quality and long life. U-S-S Steel Sheets come in a full 
line to match every farm requirement—Corrugated, Flat 
and V-Crimped—in standard open-hearth or rust-resisting 
copper steel. Stock them today and get your share of 
business resulting from the trend to steel construction. 


U’S‘S STORMSEAL ROOFING is a real sales-booster. For it has special 
leak-proof features that you can show customers to help make the sale 
Its big twin drains are designed to carry off any water that might get 
into side laps. Cross crimps and a pressure lip at the end of each sheet 
prevent leakage there. And a tension curve holds the sheet flat when 
nailed down. Farmers can see that this superior roofing sheet answers 
every common cause of roofing troubles 








* i) 
4 
For Example -When you recommend this steel 


hay barn to customers who are planning to build, you promote 
the sale of approximately 65 squares of roofing and siding. This 


is based on a 26 x 48 x 20 foot structure. The sale would be 
larger or smaller, depending on the size of the building. Use our 
free plans of this build- 
ing to help you make 
more sales. 


AND IN ADDITION . . 
you can sell ridge cap- 
ping, flashing, hardware 
for door hanging, roofing 
nails, and many other 
small items that help 
build your business 





FREE PLANS are available 
You can furnish these plans free to farmers; 


at no obligation whatsoever to you 
thus bringing busi- 
ness to your store when these building materials are needed 


Plans for many other steel farm buildings—machine sheds, corn 
cribs, poultry houses, cow shelters—-are also available. Write 
for them to the Agricultural Extension Bureau, 621 Carnegie 
Building, Pittsburgh, Pa 











US'S STEEL ROOFING AND SIDING 


CARNEGIE-ILLINOIS STEEL 
AMERICAN STEEL & WIRE 
COLUMBIA STEEL 






COMPANY, 


United States Steel Export Company, 


CORPORATION, Pittsburgh 


Cleveland, 


and Chicago 
Chicago and New York 
COMPANY, San Francisco 


New York 











More PROFITS FOR you-More SATISFIED CUSTOMERS 


A profitable new line. Fewer models .. . assuring— 
1. Smaller investment more working capital. 
2. Less warehousing lower operating expense. 
3. Increased turnover greater profits. 
4. Concentrated sales efforts — more satisfied customers. 
@ Models priced fo invite consumer acceptance. 
@ Beautiful modern styling to stimulate pride of ownership. 
@ New convenient features for improved efficiency. 
Write for new 1941 illustrated catalog and complete details of NESCO'S 


great profit making program 


NATIONAL ENAMELING AND STAMPING COMPANY 
270 NORTH 12TH STREET MILWAUKEE, WISCONSIN 
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IS YOUR OBJECT IN STOCKING BOLTS 


A blow on the diamond-shaped head of Lamson 
Cotters spreads prongs. “Efficiency” points serve 
as a drift pin. Lamson stock cotters conform to all - 
Government specifications. Cotters made to order 
from brass, bronze, aluminum and stainless steel. 





Lamson full finished Cap Screws of SAE 1020 steel 
have approximately 90,000 Ibs. per sq. in. minimum 
tensile strength. Our high carbon cap screws of SAE 
1035 steel, heat treated, have approximately 150,000 
lbs. minimum tensile strength. 


@ One of your biggest profits is in bolts! Reckoned on your 
costs and your margin of profit—bolts and nuts offer you one 
of the largest, if not the largest margin of profit in your busi- 
ness! And now with the new stream-lined SPEEDMERCHANT, 
the Lamson & Sessions line offers you the last word in mer- 
chandising bolts and nuts to keep the “five-and-ten” sales 
for yourself! It will not pay anyone to buy elsewhere if you 
have a Lamson SPEEDMERCHANT in your store! This new 
merchandising equipment condenses stock and display into 


LAMSON & 
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Elevator Bolts are made in four standard types. No. |, 
flat head countersunk; No. 2, oval head; No. 3, flat 
head, with slot, four fins beneath head; No.4, flat head, 
four fins beneath head. Stocked up to %-inch diame- 
ters; made with large heads to Bolt Institute standards. 
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$26.30 Net, to Dealer 


(slightly more west of Denver) 


an attractive unit that catches the eye, invites sales with 
plainly marked bins within reach of the customer. “Brite- 
plated”, every product stocked in open display can be 
seen and handled freely. Built-in gauges enable customer 
to determine length and diameter of bolt needed. Speed 
sales with the Lamson SPEEDMERCHANT— $26.30 net, to 
dealers. (Slightly more west of Denver.) 

THE LAMSON & SESSIONS COMPANY, Cleveland, Ohio 


Plants ct Cleveland and Kent, Ohio; Chicago and Birmingham 


SESSIONS 
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None Better Made 
BULL DOG - 2 Braid 


None better made because no one can 
make a better hose. The most critical buyer will find 
nothing to criticize in Bull Dog. Made in two sizes, 
¥e" and 34"; and in two lengths, 25 and 50 feet, with 
husky nickel-plated couplings. Also in continuous lengths 
approximately 500 feet to the bale and 250 feet to the 
half-bale. 

A look tells the story. It’s the look deluxe for cartons 
and shipping containers. A container holds five 50-foot 
lengths or ten 25-foot lengths individually cartoned. Also 
shipped in bales containing five 50-foot lengths or five 
25-foot lengths, each length paper-wrapped. 


= VIGILANT - 2 Braid 


Supreme in its grade because in physical construction 
it is next only to Bull Dog. Built like a cord tire. Made 
in three sizes, /2", 4", and 34”; and in two lengths, 
25 and 50 feet, with sturdy, nickel-plated couplings. 
Also in continuous lengths approximately 500 feet to 
the bale and 250 feet to the half-bale. 


They stop, look and listen when they see this 
one. Also in two styles of packages like 


de + ae, rag ee eg a — 
Uae Bull Dog. 


ARDEN HOSE Liu 


Li yo | 1. Mm). Dy 


stent th y= | 


BOSTON NOZZLE ECLIPSE NOZZLE CHALLENGE NOZZLE 


The fullest water delivery Runner-up of the Boston Made for a demand that it 
of any nozzle made. A Nozzle. Packed 12 in a will pay you well to meet. 


ua 


complete shut-off or “a 


stream, spray or mist with : : a 
ae tum Be i pf a ton, 12 dozen in a ship- mailing carton, 12 dozen 


sizes, 34° and 1” ping case. in a shipping case. 


corrugated mailing car- Packed 12 in a corrugated 
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BWH GARDEN HOSE for ATTENTION! INTEREST! ACTION! 


“A CONSTRUCTIVE IDEA— AND YOU‘’VE GOT EVERYTHING” 


In a complete, mic, profit-paying combination of fine merchandise, adroit merchan- 
dising, sound sales strategy, and alert advertising; all standardized for bigger, easier 
business at a better profit. Four hose items, each designed to meet a definite buying need; 
each with conspicuous advantage in quality and price, and the four covering all garden 
hose requirements; adept packaging for stocking and display; vigorous sales stimulation. 
by national promotion and advertising; all in one. Sy 







Fn the Popular Trade 
VIXEN-1 Braid 


For the popular trade because it meets 
the popular price. Furnished in two 
sizes, ¥g°’ and 34"’; and in two lengths, 
25 and 50 feet, with nickel-plated couplings. Also in 
continuous lengths approximately 500 feet to the bale 
and 250 feet to the half-bale. 


Pretty snappy? You'll say so when you see the sales of 
this sprightly hose item. The hose in cartons comes in 
shipping cases containing five 50-foot lengths or ten 
25-foot lengths. 


Tor the Price Parade 
TIGER -1 Braid 


For the price parade because it is a real hose honestly 
made. Built in one size only, 4%”, but in two 
lengths, 25 and 50 feet. Also in continuous lengths 
approximately 500 feet to the bale and 250 feet 
to the half-bale. 
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Not particularly dressed up but certainly has a 
place to go — and it goes there! Shipped only 

in paper-wrapped bales containing five 50- 
foot lengths or five 25-foot lengths. 


VlowW wone-svy DISPLAY 
Be to 


sure 
feature this 
display for 
the Boston 


Nozzle for 


1941. 
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“A Hanger For Any Door That Slides” is more 
than a slogan. It’s a promise that has been ful- 
filled to the letter for over sixty years by Richards- 


Wilcox, Richards-Wilcox is your best source of door hard- 
So well has this promise been kept that thousands ware supply for several important reasons: 

of hardware dealers just naturally think of the 
R-W line when they think of their door hardware 
needs. 


(1) The R-W line is the world’s largest and most 
complete line of hangers and tracks. (2) Patents 
such as the Lock Joint give R-W exclusive advan- 
You and every hardware retailer will find that tages. (3) Engineers and builders know more 
about and prefer R-W products. (4) R-W 
service is nation-wide with branches in 
21 leading cities. 











So when you think of door hardware and 
doorway problems — think of Richards- 
Wilcox. Our engineers will help you 
solve any and all doorway problems 
quickly, efficiently and economically. 
Among the R-W products hardware deal- 
ers will find profitable to stock are — 
Slidetite patented garage door hardware; 
DoorR-Way hardware for garages, barns, 
warehouses, etc.; R-W hangers and 
tracks; door holders and door dogs; 
locks; bolts; latches. 


Richards-Wilcox Mfg. Co. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U.S.A. 

































“Qualityleares | Branches. New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D. C. 
ss imprint Indianapolis St. Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta Pittsburgh 

Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 
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re FORBES keeps a good stock of U-S-S 
merican Fence on hand—ready for business 
with the fence that farmers want 
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well satisfied with 
Fence 


interesting. 
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uality merchan- 


dise a 
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American Fence fit 
we know we sell the 
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PENCE business ts easier to hold— 
and new fence business ts easier to 
get- -when you sell U-S-S American. 
Farmers know it is famous for long 
life. They know it will hold its shape 
and control livestock without a lot of 
trouble or expensive upkeep. 

And remember, there’s more Ameri- 
can Fence in use than any other brand. 
These are good reasons why you should 
sell U-S-S American. If you're not, 
write us for the details of our attrac- 
tive sales plan. We’ll gladly show vou 
how you can use American popularity 
to bring some more fence business to 
your store. 
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SAMPLES OF AMERICAN POSTS are promi- 
nently displayed in the Forbes store. This is 
a sure-fire business getter 
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GENERAL ELECTRIC APPLIANCE CO., INC. 
5624 West Taylor Street, Chicago, Illinois 
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The two axes you see on this page are 
the World's Largest Sellers 


TRUE TEMPER 
PERFECT AXE 


Originally designed and produced at 
our Kelly Works, Charleston, W. Va. 
The utility and efficiency of this 
original Kelly Perfect Axe has never 
been equalled. 

The beveled blade will not bind in the 
cut. 

Consequently axe men all over the 
world have specified and acclaimed 
the Kelly Perfect Axe as the world’s 
most efficient chopping tool. 

In total numbers, it outsells any other 
single axe. 

The Perfect Axe—forged from tough, 
fine grained axe steel—heat treated 
and tempered in scientifically accur- 
ate, automatically controlled furnaces. 
Ground, polished and sharpened— 
with painted bevels—in all standard 
patterns and weights. 

The Handle—genuine Fire Harden- 
ed, selected ultra tough hickory. Fire 
hardening in flame seals and closes the 
pores of the wood—results in a beauti- 
ful brown color; gives a handle finish 
equivalent to the polish ordinarily ob- 
tained after months of use by the 


rubbing of the axe user’s hands. 


TRUE TEMPER 
FLINT EDGE AXE 


The rustless black Flint Edge finish is 
acknowledged to be the most practical 
ever placed on an axe. The finish 
actually penetrates the steel. The True 
Temper Flint Edge is today, in total 
numbers, the world’s second largest 
selling axe. 

The Flint Edge Axe—forged from 
tough, fine grained axe steel. Heat 
treated and tempered in scientifically 
accurate, automatically controlled 
furnaces. Finished in penetrated rust- 
less black, and sharpened. Furnished 
in all standard patterns and weights. 
The Handle—hand shaped, ultra 
tough hickory, with improved finish 
—smooth to the hand. 

The True Temper line of axes is complete 
— your jobber can furnish the brands — 


the grades and patterns wanted by your 
trade. Produced only by the makers of — 


Cleveland, Ohio 




















TRUE JEMPER PRODUCTS 


SHOVELS 





THE TRUE TEMPER 
SOLID SHANK SHOVEL 


America’s best known and best 
accepted shovel. 

Forged in one piece from a solid bar 
of special shovel steel. (Not stamped 
from a sheet). 

Socket formed to take straight handle. 
Blade heat treated. 

True Temper’s new forge finish of 
blades is fast scouring, more durable, 
more practical and very attractive. 
Handle—select all white ash, waxed 
and polished. 

Skelton Solid Shank Shovels were 
the original and genuine—accepted 
universally as super quality shovels. 
In recent years, even these high 
standards have been improved in 
quality, design and workmanship by 
True Temper. Almost universally 
specified by discriminating shovel 
buyers. 


THE TRUE TEMPER 
TAPER FORGED SHOVEL 


WITH TUBULAR SHANK 


Produced Exclusively by TRUE TEMPER 
under Taper Forging Patent No. 189590 


Like the Solid Shank, this shovel is 
Taper Forged in one piece from a 
solid bar of shovel steel, no welds, 
seams or laps. 

Instead of being solid, the shank is tu- 
bular, which permits a deeper bend. 





The shovel is scientifically engi- 
neered, being forged with a grad- 
uated taper which gives thicker sec- 
tions of steel at all points of strain and 
wear in blade, shank, and socket. 


Blade finished the same as Solid 
Shank Shovels. 


Ash handle is fire hardened in flame. 


We believe it to be the best balanced 
shovel built today. It sets a new high 
standard of value and utility. 
* — 

The True Temper Solid Shank and 
Taper Forged Tubular Shank Shovels 
answer every shovel requirement, are 
distinctive in design, appearance, qual- 
ity and value. A nearby jobber can 
supply you. Produced only by the 
makers of — 
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Copyrighted, 1941, The American Fork & Hoe Co., Cleveland, Ohio 





| LIKE ITS 
IMPROVED 
EASY FLOWING, 
HIDING AND 
NON-FADING 
QUALITIES 


Tremendous sales increases were 
scored by Lowe Brothers dealers 
last year—thanks to localized sales 
campaigns that were “smash hits” 
in communities all over the country. 

And for ’41, Lowe Brothers keeps 
its dealers way out in front with a 
new localized Traffic-Tested Cam- 
paign—a complete Packaged Pro- 
gram that’s proved to be packed full 
of showmanship and crammed full 
of sales- making power. This paint 
fashion festival of’41 features Mello- 
Gloss, now made better-than-ever! 
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FASHION-TESTED 





This is the campaign that com- 
bines a brand-new idea in all-season 
selling with the sure-fire appeal of 
color, style and action, which means 





WASHABLE 





1 LIKE ITS 


COLORS 
AND ITS 





WEAR 


bigger and faster paint sales for you 
—if you write today for details to 


THE LOWE BROTHERS CO. 
DAYTON @¢ #® @ @ OHIO 





THE 


STYLIZER 
Lowe Buoihers 


It’s here at last—the perfect color 
selector! It’s the STYLIZER, which 
recommends wall and ceiling colors 
to harmonize with existing furnish- 
ings! It is the on/y book in the in- 
dustry, so far as we know, which 
keys its recommendations to the 
colors that exist in the room. Paint 
salesmen praise the STYLIZER be- 








cause it selects colors easily and 
accurately —and quickly closes sales. 
Lowe Brothers dealers who are 
using it exclusively, both inside and 
outside the store, declare that it’s 
a “natural” for increasing sales and 
building good will. If you haven’t 
seen the STYLIZER you've missed 
the paint-selling sensation of 1941! 
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NORMAN J. ENGLISH 


Senior National Brass 
Salesman 


























HOW TO WIN CONTRACTORS 


Tell you why Contractors ‘‘Go’’ for Dexter Life- 
time Warranty—more sales appeal in their houses. 


; 
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TELL YOU FACTS & FEATURES WHAT SELLS CARPENTERS 
They'll exolain the Dexter Bit-Guide—How loaning 


These men will show you reasons why ‘‘Drill-Hole’’ 
it helps win sales. 


Dexter is ‘“‘Tops’’ in Tubular. 





























HOW TO USE CATALOG WAYS TO INCREASE SALES 


You'll know how to use National Brass Catalogs They'll show you other year-around fast profitable 
better after time spent with them. sales makers—‘‘Crystal-Crome’’ & ‘‘Color-toned”’ 
Cabinet Hardware. 


TESTED MERCHANDISING 


These men know what sells in your community—will 
help you select the best sellers. 


The job of these Direct-Factory salesmen is to help National Brass dealers increase sales. It 
is not the initial order, but repeat business that counts. Their success depends on yours. 
Our representative in your territory devotes his entire time to our line. He knows your local 
problems and knows what sells best. Youwill find it worthwhile to discuss hardware selling 


with him: the Dexter features that win sales, how to-incréase store traffic, ways of effective 
hardware displaying and profitable handling. 
Write. 


Invite him to call on you. No Obligation. 


National Brass Company, Mfrs. 
GRAND RAPIDS, MICHIGAN 


* Builders Hardware 
Cabinet Hardware 
Screen Door Hardware 





GOING TO TOWN 





Is THE TUBULAR THAT'S 
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AMERICAN CHAIN ii 


YORK + P 

AMERICAN CHAIN & CABLE COMPANY, Inc. 
ESSENTIAL PRODUCTS... . AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Chains, ACCO Malleable Iron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
) Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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Miller-Tydings 
Repeal:— 


Without the Miller-Tydings Law. 
the fair trade laws of 44 states 
have very limited potency as aids 
in curbing predatory price-cutting. 
This federal “enabling” legislation 
eliminates state barriers and per- 
mits interstate resale price main- 
tenance contracts in all states 
save Texas, Missouri, Delaware 
and Vermont. Currently there is 
some agitation for the repeal of 
this very useful and effective law. 
Chain stores, mail order houses 
and many department stores have 
opposed all fair-trade legislation 
from the start. They would, un- 
doubtedly, welcome the repeal of 
the Miller-Tydings Law as a start- 
ing point for nullifying the 
progress that has been made in 
this direction, primarily a result 
of the serious and strenuously suc- 
cessful efforts of organized inde- 
pendent retail druggists. But the 
current effort for its repeal does 
not come from such opponents. If 
is the Department of Justice which 
is publicly criticizing this law and. 
at least by implication, urging its 
repeal. It is true that this law was 
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only a “rider” on a_ District of 
Columbia revenue measure and 
that President Roosevelt has fre- 
quently been quoted as being op- 
posed to it. Yet the law has been 
very helpful in curbing predatory 
price-cutting and should enjoy the 
complete and hearty support of all 
independent wholesale and _ retail 
distributors of hardware and allied 
products. Newspapers have carried 
numerous articles regarding the 
views of the Department of Justice 
on the Miller-Tydings Law—but 
the most damning comments on 
the subject from the Department 
are contained in a bulletin dated 
Feb. 10. 1941. This bulletin is 
called “Memorandum for Assistant 
Attorney General Anti-Trust Divi- 
sion Re: Grounds for the Repeal 
of the Miller-Tydings Amendment 
which Authorizes Resale Price 
Contracts.” The bulletin was pre- 
pared by Corwin D. Edwards iden- 
tified as “Economic Consultant.” 
Harpware AGE is in complete dis- 
agreement with the views expressed 
in this bulletin and reproduces 
these extracts only as a warning 
to our readers—that they may 
know the unfair threats that are 
now being made against this 
statute. 





Says Mr. 
Edwards:— 


From this bulletin we quote the 


first paragraph as follows: 


“The passage of resale price 
legislation has become a classic 
example of the use of misrepre- 
sentation by a pressure group. 
Since this group has boasted of 
its achievements, there is no 
longer amy doubt about what 
happened. The so-called ‘fair 
trade’ laws which legalized re- 
sale price legislation in the states 
were drafted and urged by lob- 
byists for organized retail drug- 
gists and were enacted with 
practically no support from any 
other source. Druggists were 
organized under captains, dis- 
trict by district, to bring pres- 
sure to bear upon legislators. 
Care was taken, however, to de- 
scribe their bill as one generally 
supported by the entire retail 
trade of the state. The bill was 
given the ambiguous and ap- 
pealing name of ‘fair trade’ law. 
A systematic effort was made to 
prevent public hearings and to 
secure the enactment of the bill 
without public debate. This 
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effort was successful. There was 
a public hearing on the bill in 
only three states out of the first 
32 in which it was passed, and 
in one of these the hearing fol- 
lowed the passage. Indeed, there 
was so little consideration of any 
kind, that although the original 
draft of the bill contained a 
stenographic error which made 
utter nonsense out of one of the 
most important provisions, this 
error appeared without change 
in the statutes of 11 states be- 
fore it was caught and correct- 
ed. Another stenographic error, 
not quite so serious, was in- 
cluded in the laws of 17 states. 
Some members of state legis- 
latures subsequently told con- 
sumers’ organizations that they 
did not know what they were 
voting on.” 


Think This Over:— 

Mr. Edwards makes no bones 
about his opposition to the fair 
trade legislation idea. As he is a 
government “economic consultant” 
it is fair to believe that govern- 
ment officials will give careful heed 
to his analysis of the question. 
Later on in this same report his 
opposition becomes even more vio- 
lent, as shown by the following 
sentences quoted directly from 
this bulletin: 

“Meanwhile, every effort was 
made to throttle public discus- 
sion and to intimidate business 
opposition.” 

“The campaign of misrepre- 
sentation became the basis of 
the lobbying to amend the Sher- 
man Act. The draft amendment 
was urged upon Congress with 
the argument that it did not in- 
volve any acceptance of resale 
price maintenance as a Federal 
principle but merely committed 
the Congress to the view that if 
states desired to authorize resale 
price maintenance, the Federal 
control over interstate commerce 
should not stand in the way. The 
state laws were described as 
though they consisted merely in 
grants of authority for manu- 
facturer and retailer to agree 
upon the resale price of branded 
goods. Actually, there is not 
one of the state statutes which 
is limited to such a grant.” 
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“The campaign of misrepre- 
sentation has continued since 
the amendment of the Sherman 
Act. Although Congress was 
told that it was not being asked 
to express a view upon the mer- 
its of resale price maintenance 
as such, but merely to liberate 
the states to follow their own 
policy, it has ever since been 
told by the same lobbyists that 
in amending the Sherman Act 
it did express approval of resale 
price maintenance and _ that 
therefore it is inconsistent in 
refusing to pass a bill establish- 
ing resale price maintenance in 
the District of Columbia. But a 
campaign of misrepresentation 
becomes increasingly difficult as 
time passes; and thus far no 
such bill has been passed.” 

“Resale price maintenance has 
failed in both of its mutually 
conflicting announced purposes. 
When the state laws were tested 
in the Federal courts, they were 
represented as statutes which al- 
lowed a manufacturer to pro- 
tect the goodwill attaching to a 
brand by making contracts con- 
cerning the resale price of arti- 
cles carrying the brand. Thus 
described, the bill is intended to 
defend the manufacturers’ prop- 
erty rights. Actually this inter- 
pretation of the bill was mere 
pretense.” 


Fight Repeal 
Idea:— 


The rest of this bulletin elabo- 
rates and cites alleged evidence to 
prove Mr. Edwards’ views on this 
law and on fair trade legislation 
generally. Such a complete report. 
nine pages of report plus 19 pages 
of related addenda. suggests some 
early consideration of the question 
and nerhaps some early action to- 
ward reveal of the Miller-Evdings 
Law. Unless a veritable barrage 
from fair trade legislation sun- 
porters descends upon members of 
Congress, this repeal might come 
with a suddenness that would shock 
and sadden many _ independents. 
Write or wire your representatives 
in Congress—both houses. Tell 
them you favor continuance of the 
Miller-Tydings Law and that vou 
are for fair trade legislation and 


violently oppose repeal of the 
Miller-Tydings Law. Get your 
friends and neighbors (and every- 
one else you can) to express the 
same opinion and DO IT NOW 
BEFORE IT IS TOO LATE! 

EDITOR’S NOTE: In our next 
issue (April 3, 1941), at our re- 
quest, Felix H. Levy, Esq., noted 
authority on fair-trade legislation, 
will answer the unfair criticism of 
Mr. Edwards and others who 
would destroy the progress that 
has been made in curbing preda- 
tory price-fixing through the 
Miller-Tydings Law and the fair- 
trade laws of 44 states. 


“Guarantees” :— 


Most hardware store items en- 
joy long life and give much “plus” 
service in excess of their cost. This 
is particularly true of quality hand 
tools which are used and abused 
and then sometimes turned in for 
replacement. Weak-kneed dealers 
accept unwarranted claims for re- 
placement and “pass the buck” to 
the wholesaler or manufacturer, 
regardless of the merits of the 
claim. This is a long-time prob- 
lem in the hardware business and 
a frequently discussed subject. 
From a reader comes this com- 
ment, “Despite the fact that me- 
chanics, employed on _ defense 
projects, are being paid excellent 
wages, there seems to be a grow- 
ing feeling that they can get new 
tools for old by claiming defects, 
etc. Dealers fearing the loss of 
sales of other needed items are 
being imposed upon by this prac- 
tice.” Apropos of this problem is 
a message from Luther R. Stein, 
of Belknap, which appears in this 
issue on page 43. Read what Mr. 
Stein has to say about “guaran- 
tees” and figure out how much 
foolish claims can cost you in time 
as well as in money. The customer 
who finds he can impose upon you 
does not have much respect for 
you. To him you are a “sucker,” 
and too often he will continue to 
impose upon you whenever he has 
the opportunity. You may lose 
a few sales by judicious guaran- 
tee claims and by an honest and 
equitable replacement attitude, but 
they will be more than made up 
for by the increased respect of the 
majority of people who deal at 
your store. 
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Spring Opens Doors /5 
for Closer Sales 





Remember . . . while you're sell- 
ing that closer, those customers 
are “screen door conscious!" Re- 
mind them of those other needs 
... all for screen doors. They'll 
be glad for your suggestion to 
save time by buying everything 
they'll need at one time. 


ILCO Tubular 
Latch Sets, new... 
strong ... rustless! 
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Spring calls for a 
new start with a 
fresh coat of paint! 








Many will want 
new wire cloth for 
repairs! 


resasanasnieaniae 





When you sell 
‘em wire cloth, 
don't forget 
copper tacks 
and staples! 


SELL ILCO... 


and you sell more! 


ILCO is a fast moving line 
. . . fast to move off your 
counters, and fast to move 
with your customers’ modern 
demands! Every ILCO prod- 
uct is an up-to-the-minute 
item . . . designed and built 
to give your customers ex- 
actly what they want! 
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Spring’s nearly here again! Balmy air brings those screen doors down off 
their roosts . . . brings a big new market for screen door closers right into 
your store again! 

Better check your ILCO stocks right now! Be sure you’re ready with the 
whole line and plenty of them. More people than ever will be fixing up their 
homes this spring . . . and they'll have more money to spend. 

Keep an ILCO demonstrating mount on your counter. It’s an invitation 
to try—and to buy. Keep the attractive colored display card in your window. 

ILCO gives you a swell set-up for door closer sales . . . a line that covers 
every prospect, and a good margin on every sale. Write now for full in- 
formation. 
















ILCO No. 650 Lig- 
uid Closer: Com- 
pact and powerful 
—easily installed 
anywhere without 
reversing spring; 
adjustable speeds: 
best materials and 
workmanship. 


ILCO No. 3001 (Senior): Brass bar- 
rel; heavy duty specially tempered 
spring; adjustable speeds. Easily in- 
stalled anywhere. 






ILCO No. 3002 (De luxe): Stur- 
dy barrel, specially processed 
enclosed spring, positive adjust- 
ment; simplified application for 
right or left hand, inside or out; 
weather resisting gun-metal 
finish. 








ILCO No. 2001A (Junior): Brass barrel; heavy 
spring; adjustable speeds. Readily installed. 


INDEPENDENT LOCK Co. 


FITCHBURG, MASS. 
BRANCHES IN ALL PRINCIPAL CITIES 
39 




















QO). of the “magic 


words” that we recently coined to 


denote superior selling is “Sizzle- 
manship.” 
easy way to turn prospects into 


It means: a simple, 


customers. 

A “sizzle” plus salesmanship 
equals “Sizzlemansh'p.” It’s the 
kind of sales effort that clicks. the 
kind that gets the results you are 
after. 

Sometimes the best selling is al- 
most, if not entirely, invisible. You 
don’t see the lightning that strikes 


In six parts—Part | 


you; you don’t hear the sales talk 
that sells you. 

“Listen, Smith,” says a_ cold 
prospect, “you can’t sell me. I’m 
on to your fancy language. I can 
see through your sales talk. What 
are you on now—-page thirteen?” 

This prospect was aware that he 
was being sold, because the sales- 
man had made his sales talk too 
obvious. The prospect therefore 
leaned backward and _ became 
doubly difficult to handle! 

This danger exists in all selling. 





“This would be a handy gadget to take along home, wouldn’t it?” 


10 


The art of invisible 
selling—simple, subtle 
words packed with power 


When the public looks at an adver- 
tisement and says, “That’s a swell 
ad—must have been written by an 
expert,” that advertisement is lost. 
Its cleverness eclipses its selling 
message. 

Watch out for the same mistake 
in your face-to-face selling. Be 
subtle rather than obvious. 


Avoid Resistance 
Points 


Salesmanship, whether printed 
or over the counter, is better when 
it is couched in “invisible” lan- 
gage—because the minute a pros- 
pect “hears” sales talk he auto- 
matically starts to resist it. Then 
you are in trouble—and so is the 
sale! 

This, therefore, is a sound sell- 
‘ng point to remember: 

Don’t let the other person real- 
ize you are selling him. Use in- 
visible words. Use simple tactics. 
Be subile. 

For example, a good “Tested 
Selling Sentence” we helped de- 
velop for the International Silver 
Company was the one used by re- 
tail salespeople when they held a 
piece of silverware toward a cus- 
tomer: “Feel the fine balance of 
this new design.” 

This sentence immediately put 
the product into the hands of the 
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ELMER WHEELER 


customer (always a good technique 
with items not too large) and got 
the sale started off smoothly. 

“Try it under your own chin,” 
says the electric shaver salesman, 
using another “sizzle” we devel- 
oped, and this simple statement 
proved so invisible that hundreds 
of Remington-Rand Close Shavers 
were put into customers’ hands- 
and sold! 

Good invisible selling can often 
be used on small houseware items 
for creating extra sales. One re- 
tailer we worked with has his staff 
carry a different item in their 
pockets each day While talking to 
customers they have this item in 
their hands, call attention to it in 
this way, and comment to the cus- 
tomer: 

“This would be a handy gadget 
to take along home, wouldn’t it?” 
Or, “This would be an unusual 
cift, wouldn’t it?” 


Sizzle Sentences 


Here are some successful “siz- 
zles” for selling hardware and 
allied lines: 

“When it drips, get out the rain- 
coat.” (For Cape Cod Weather 
Glass.) 

“Plenty of elbow room for your 
husband.” (For large salad 
bowls. ) 
MARCH 


20, 1941 


“The alarm is gentle—it won't 
jolt you.” (For alarm clocks.) 

“The non-flicker candle won't 
twinkle in your eyes.” (For new 
table candles.) 

“You can’t make love through 
whiskers.” (For razor blades.) 

“These improved burners will 
save 20 per cent on your gas 
bills.” 

“In this electric age, washing 
machines are not a luxury but a 
necessity—every home should have 

” 
one. 


By ELMER WHEELER 


President, 


Tested Selling Institute, 
New York City 


When a customer is looking at 
some goods displayed on a coun- 
ter, and a salesperson (order-taker, 
rather) steps up and says, “Yes, 
sir, being waited on?” or “Some- 
thing I can show you today?” 
sales are slowed down. 

While we do not advocate high- 
pressure methods, yet we believe 
that every sentence, every state- 
ment, should at least show prog- 
ress toward a definite goal. 


Descriptive Words 
Help Sell 


For example, at R. H. Macy’s 
a salesperson used the following 
approach on a customer who was 
looking at ash trays: “Here is a 
new ash tray that is deep-dish. The 
ashes won't blow all over your 
rugs.” 

Zoom! The ash trays sold read- 
ily, for every housewife wants to 
keep ashes in the trays and off her 
rugs and furnishings. 

Another young lady would ap- 
proach women at the gift counter, 
hold up a little china elephant, and 
say, “It brings you good luck.” 

“An ocean trip at home for your 





“His sales jumped immediately.” 























“Step to the desk and it will be wrapped for you.” 


children,” sold many mothers 
dishes with sailboat designs on 
them; and the two words, “It’s re- 
liable” sell innumerable weather 
indicators. 

A vendor was walking through 
a train shouting, “Orange juice— 
fine orange juice.” An old lady 
called him over and asked, “Is it 
freshly squeezed?” 

He said that it was, and she 
bought some. 

As he went into the next car, I 
heard him shouting, “Freshly 
squeezed orange juice,” and his 
sales jumped immediately. 

“Helps you pass the time away,” 
shouted the boy selling magazines 
as he came down the aisle of an- 
other train I was traveling on, and 
he sold magazines. He had the 
right idea. 


Sale Killers 
and Makers 


I have Ralph Miller of the R. & 
H. Miller stores to thank for the 
following lesson in the wrong and 
the right way to make a sale: 


Sale Killers: 
“What color do you want?” 
“Do you like green?” 
“Shall I wrap it for you?” 
“Can I help you?” 
“Something for you?” 
Sale Makers: 
“These are the season’s newest 
colors.” 
“Green is very smart this sea- 


” 
son. 
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“Isn’t this a lovely design?” 

“Step to the desk and it will be 
wrapped for you.” 

“This just came in.” 


One point here is not to ask 
questions that get you into trouble. 
For example, asking customers 
what color they want can often 
lead them into mentioning some 
color you haven't got and may 
stop the sale right there. 


In the choice of colors, styles, 
prices and practically everything, 
why not “plant” the idea you want 
in the customer’s mind? Simply 
suggest it first; other people will 
usually fall in line unconsciously 
and think it was their own idea! 

“It’s foolish to pay too much, 
but it’s worse to pay too little,” 
says one washing machine sales- 
man, and he sells his expensive 
model. 

“You don’t have to buy a vac- 
uum cleaner to get rid of me,” says 
one smart salesman, “but you do 
have io buy it to get rid of the 
dirt.” 

Little words, simple words, but 
packed with power. 

When you are too obviously 
pushing for a sale, instead of try- 
ing to be helpful to your customer, 
you are on the track to nowhere. 

Most people are on guard 
against sales talk that is too slick 
or high-pressure or smart-aleck. 
Such sentences attract attention to 
themselves, but not to the ideas 
they are supposed to be present- 
ing. 

The rule, then, for “Sizzleman- 
ship” is: tell it simply, tell it subtly 
—and you will probably be telling 
it successfully. 


A Natural Born Salesman 


I READ with interest and pleasure that you have engaged Mr. Wheeler 
for a series of six articles under the heading of “Sizzlemanship.” | 
have known Elmer Wheeler since his boyhood and if there ever was a 


natural born salesman, he is the one! 

Even in his early school days he would get some new idea about how 
his teacher should perform her duties and then proceed to sell her the 
idea. He spoke at our Chamber of Commerce and Rochester salespeople 
turned out 100 per cent to hear a sales story that gave them constructive 


ideas. 


Congratulations and awaiting with keen interest this series on “Sizzle- 
t=) 


manship.” 


Lioyp H. Hicste. 
Weed & Company, 
Rochester, N. Y. 





Ask For This! 
Elmer Wheeler’s formula for building a “Sizzle” 
is free upon request to HARDWARE AGE, 100 
East 42nd St., New York City. Ask for “Four 


Ways to Build a Sizzle” and enclose stamped and 


addressed return envelope. 
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alk May Be Cheap—But... 


The one word “Guarantee” is very 
expensive if you use it too freely. 


How much does its use cost you? 


By LUTHER R. STEIN* 
Vice-President and General Sales Director, 
Belknap Hardware & Mfg. Co., 
Louisville, Ky. 


L. has often been said 


that consumers get more service 
and more satisfaction for the dol- 
lars they spend for hardware than 
any other kind of goods. 

Also that hardware men, un- 
like other tradesmen, like to brag 
on how long their goods last. For 
example, a hardware dealer will 
brag about a $10.00 retail lawn 
mower that has been in service 15 
years; whereas an automobile 
dealer endeavors to make a user 
ashamed to use a car after it is 
a couple of years old even if it 
originally cost $1,000.00 or more. 

Ladies will “snicker” when one 
of their sex has a last year’s model 
hat or dress, but a man will brag 
because he has carried the same 
rusty-blade pocket knife for a dec- 
ade. 

If our hardware items do give 
such long service for so little 
money, why do we teach consum- 
ers to bring articles back for re- 
placement when they have been 
worn out or abused? 

Aren’t most of our “replace- 
ment” troubles and costs and lack 
of replacement sales volume due 
to our saying at the time of sale 
“It’s guaranteed.” 

Frequently a sales person does 
not know the qualities and selling 
points of an article. As an exam- 


*In a bulletin to customers. 
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ple, when showing a $1.50 ham- 
mer he cannot explain the desir- 
able features of its materials, its 
design, its efficiency, its finish, etc., 
so simply says “That’s a good one. 
It’s guaranteed.” 

When you buy a necktie for 
$1.50 and spill soup on it the first 
time you wear it, do you expect 
the haberdasher to give you a new 
one? 

If you buy a suit of clothes for 
$25.00 or $50.00 or even $75.00 
and “snag the britches” the first 
time you wear them, or a month 
or year later do you expect the 
clothier to replace them “no 
charge?” 

Even if you expected those 
things from the dealer, you know 
you would not get replacement. 


Why Replace It? 


Actual defects in tools or other 
hardware items will d'sclose them- 
selves in 30 days or less use. Then 
why replace the article when its 
appearance clearly shows long use 
and that the consumer has gotten 
full value for his money? 

A mechanic has no more justi- 
fication for expecting a $1.50 
hammer that he uses every day to 
render five years’ service than io 
expect a $1.50 shirt that he would 
wear every day and send to the 
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laundry every night to last five 
years. 

Recently we heard of a man who 
was offering carpenters on a de- 
fense job, that if they would give 
him 50 cents and their old ham- 
mer he would get a new one of 
the same kind for them. He was 
collect'ng a “fifty cent fee” for his 
service in “working on” hardware 
dealers and getting no charge re- 
placements. 

Another carpenter asked for re- 
placement of a hammer and then 
let a few words slip from his 
tongue which disclosed that he had 
used the hammer constantly for 
seven years. If he worked 300 
days a year, that meant 2,100 days 
of service for $1.50 or about 2- 
cents cost per month for the most 
used tool in his kit. 

Most of the trouble and expense 
and dealers’ loss of replacement 
sales and profits could be avoided 
by banning the word “guarantee” 
at the time of sale. Then if an 
article is returned wh‘ch does not 
show a defect, say to the consumer, 
“T cannot replace that item; if you 
will pay the postage both ways in 
advance, I’ll send it to my supplier 
and if he says it is defective, I will 
give you whatever he allows me.” 

After a man or woman has got- 
ten good service from a hardware 

(Continued on page 113) 
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i—Be tactful 
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sation that you are in 
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be helpful. 
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ARE YOU PLANNING TO RE- 


CONDITION THE SOIL 
LAWN BEFORE SOWIN 
GRASS SEED, 
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the fewest words the im- 
to be derived or the things 
r the individual. Use 
words that bring a 
customer of things 


3—Always prove your statements. This builds 
confidence in what you say. Manufacturer's 
material relating to tests can often be used, 
or your own or other customer's experiences. 
Get the agreement of the customer on each 
point as it is presented in the sales talk. 
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Susseste? 


LANT food is one seasonal item 
that can be sold alone or sug- 
gested when sales of other merchan- 
dise are made. Even when the snow Fe 
is on the ground, it can be brought to 
the customer’s attention with state- 
ments as to why it should or how it 
can be used on lawns or gardens at 
that time. : 
Whenever sales of grass, flower or 
vegetable seeds are made always sug- 
gest the use of plant food and tell 
your story. The pictures on.these 
pages illustrate a possible sales con- 
versation that follows quite naturally 
after a sale of grass seed. Even after 
lawn mower, lawn roller, hose, hose 
reel, rakes, lawn broom, lawn edger, 
weeder, pruner, grass shear, garden 
hand tool and flower pot sales have 
been made you can tell the customer 
of the better lawns and gardens that 
will result if plant food is used. 
Display related merchandise to- 
gether. This makes selling of related 
items easier. Customers do not like 
to be taken all over the store after 
purchasing the goods they came in to 
get. The suggested sales presenta- 
tion should always seem natural and 
should be helpful to the individual. 
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THESE TESTS SHOW THE SPECTACULAR RESULTS 
POSSIBLE FROM THE USE OF PLANT FOOD, AND YOU 
KNOW A HEAVY STAND OF GRASS EARLY IN THE 
SEASON WILL CHOKE OUT THE WEEDS WHICH 
DO NOT START UNTIL IT GETS WARMER. 
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SELLING (Making the Second Sale) 


As Applied to Plant Food 
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SEE HOW THIS INEXPENSIVE SPREAD- 
ER WORKS. ITS DESIGNED ESPECIALLY 
FOR THIS JOB AND CAN ALSO BE 
USED TO SOW YOUR GRASS SEED. 




















5—Left: A plant food 
spreader can also be 
brought into the sug- 
gested selling talk. 
Emphasize its use for 
sowing the grass 
seed purchased and 
the fact that it will 
oe used several times 
during the year. Some 
dealers rent spread- 
ers at nominal daily 
rates. Suggest this 
to the customer. 


















7—Give your customer a choice be 
tween something and something, not 
something and nothing. It is much 
more difficult for the customer to re- 
fuse to purchase under these condi- 
tions. 
vantage is stressed the larger sale 
can often be made. 


6—There is usually an oppor- 
tunity to sell up in every sale. 
Either try to sell a better item 
or more of the product which 
is being considered. In mer- 
chandise such as plant food 
larger quantities are more 
economical, especially if a 
customer plans to use more 
of it later in the year. 
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How to Merchandise 


\ \ ITH the ever in- 


creasing interest in bicycle riding 
as a means of inexpensive, reason- 
ably rapid transportation and 
healthful exercise, the hardware 
dealer who overlooks the huge 
market for bicycles, accessories 
and parts is missing a good bet. 
Beginning in 1936 and in each 
year since, more than 1,000,000 
bicycles have been made and sold 
in this country. Present indica- 
tions are that more than 1,000,000 
machines will be made in 1941 in 
the United States. If the mention 
of 1,000,000 does not give a clear 
enough picture of the market, re- 
member that each of these ma- 
chines has a retail value of from 
around $25 to $75 or more. 
Consider, too, that there are in 
use, in this country, at the pres- 
ent time in excess of 8,500,000 bi- 
cycles, and that each of them re- 
quires from time to time new tires, 
replacements of horns, _ bells, 
lamps, ete. Although the style an- 
gle may not always induce the 
average cyclist to buy a more up- 
to-date model, as is the case with 
some other large units of sale, 
many of the bikes now being used 
are due for replacement. In addi- 
tion, thousands of boys and girls 
will this year be given their first 
bicycles. Some of these machines 
will be completely equipped tank 
models. But, as many bicycles are 
sold with a coaster brake but 
without other accessories, there is 
also a tremendous market for mud 
guards, parking stands, horns, 
lamps, bells, etc. While bicycles 
are offered by some makers with 
built-in locking devices, many 
other owners of new bikes are in 
the market for bicycle locks. Any 
way the hardware dealer looks at 
it the bicycle provides a big mar- 
ket for the sale of large units, and 
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“Show as many different types of old-time bikes as you can borrow, 


particularly the ‘ordinary’, as 


of traffic-building, profit-making 
accessories and parts. Among 
other factors in its favor, the bi- 
cycle is an item that has year 
’round sales appeal. It is a ve- 
hicle that can, in most sections 
of the country, be used practically 
every day. 

To help more hardware dealers 
make greater and more profitable 
bicycle sales and sales of related 
merchandise, HARDWARE AGE of- 
fers the suggestions on this and 
following pages: 


Here’s How to Sell ’Em 


1. Display bikes, parts, accesso- 
ries the year "round. 

Show several models—for boys, 
girls and adults—in your show- 
room the year ’reund and place 





“An active cycling club... is a 
strong influence for the sale of 
bicycles and parts.” 


the old high-wheeler was called.” 


them near a display of accesso- 
ries and repair parts. Tires, 
lamps, horns, bells, luggage car- 
riers, parking stands, friction tape, 
etc., should be shown to make a 
bid for frequent returns of cyélists 
to your store. 


2. Encourage cycling clubs. 

A Michigan hardware dealer 
expresses the opinion that an ac- 
tive cycling club with an appeal- 
ing name is a strong influence for 
the sale of bicycles and parts. If 
there is no cycle club in your 
community, setting the wheels in 
motion for the formation of such 
a group is a natural means of fo- 
cussing attention on this healthful 
ful means of exercise and trans- 
portation. After such a group has 
been formed, the dealer would do 
well to cooperate with it, yet stay 
in the background as to the man- 
agement of its activities. 


3. Hold your own bicycle week. 

Following the plan of a mid- 
western hardware dealer have a 
“Bicycle Week” in your store. 
Show as many different types of 
old-time bikes as you can borrow 
in a show window, particularly 
the “ordinary”, as the old high 
wheeler was called. Use placards 
to indicate the time the particular 
models were current. Showing 
cycling costumes in vogue at the 


HARDWARE AGE 


<a 


ie 


“eS ag eae 


Me ee 


¢ 
ih 
aa 





MAF 


TPB 


ORR GET ag 





icycles 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


“Any way the hardware dealer looks 


at it, the bicycle provides a big mar- 


ket for the sale of large units and 


of traffic-building and profit-making 


* 4/7 
accessories and parts...... 


time the different models were 
used in another good tie-up. And 
in your advertising, whether by 
mail, newspaper or handbills em- 
phasize the Cycle Trades of 
America, Inc., slogan, “It’s Fun 
to Ride a Bike.” Show the C.T.A. 
slogan in your window and in 
your store, too. Show plenty of 
modern bicycles, too. 


4. Offer repair service. 

Even though many of the re- 
pairs needed for a bike can be 
handled by the cyclist himself, 
there are folks who would rather 
have store mechanics do_ these 
jobs. Youngsters and older cyclists 
will visit your store for other ser- 
vices—and merchandise, too—if 
your store solves repair problems 
for them. 


5. Run a bike rental service. 

As a feeder for sales of bicycles 
some hardware men rent bicycles 
by the hour or day to people 
who want to get a few hours of 
exercise. The person who rents a 
bike from time to time soon wants 
to own his own machine. This is 
particularly true if salesmen em- 
phasize the economy of “owning 
your own.” From time to time 
rental bikes should be repainted 
and put in first-class working or- 
der for sale at clearance prices. 
The rental of “down at the heels” 
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looking machines is a poor adver- 
tisement for cycling in general and 
the line the dealer handles in par- 
ticular. 


6. Campaign for cycle paths. 
Particularly in larger cities and 
towns, the lack of safe cycle paths 
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“The person who rents a bike 
from time to time soon wants to 
own his own machine.” 


is a deterrent to the sale of bi- 
cycles. With the help of schools, 
other merchants, civic and busi- 
ness associations, the dealers who 
take leading parts in the promo- 
tion of cycling paths enjoy a nat- 
ural advantage when it comes to 
the sale of bicycles. In some in- 
stances getting local authorities to 
mark cycling lanes on either side 
of a highway or highways will do 
the trick. In more congested areas 









it is better to start agitation for 
special cycling paths in public 
parks, possibly following the same 
route as bridle paths. 


7. Offer time payment plans. 

Whether the dealer finances his 
own sales or handles them through 
financial institutions he would do 
well to consider time payment 
sales of bikes. Such arrange- 
ments particularly benefit messen- 
ger boys, errand boys and young- 
sters needing bicycles to serve 
newspaper and other routes. A 
cycle manufacturer states that sales 
are “made today not on prices, but 
on terms offered. With an ade- 
quate time sales plan, the hard- 
ware dealer can sell a higher grade 
of merchandise because it only 
makes a few cents difference per 
week in time payments.” 


8. Ask for a city ordinance re- 
quiring registration of bicycles. 

A Wisconsin hardware dealer, 
together with other merchants, 
had the city government pass an 
ordinance requiring the registra- 
tion of bicycles. Every time a bi- 
cycle was sold the purchaser re- 
ceived a registration blank to be 
filed with the police department 
which then issued a license for a 
very low fee. Boys were appoint- 
ed traffic officers to issue tickets 
for appearance in bicycle traffic 
court. The dealer says this plan 
reduced accidents and lessened the 
number of stolen bicycles from 
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about 100 to three or four a year. 
He said that “the fact that the 
danger of theft has been m‘ni- 
mized through the registration 
plan, too, is a factor that has 
helped sales.” 


9. Know how to properly ride 
a bicycle. 

Selling golf, tennis, baseball and 
hunting equipment is easier for 
the salesman who knows how to 
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“Get a copy of the book ‘Bicy- 
ling for Health and Pleasure. 





handle and care for the items used 
in those sports. This is true in 
cycling. To be sure you and your 
men know how to ride a bicycle 

from safety, comfort and efficiency 
standpoints get a copy of the hand- 
book, “Bicycling for Health and 
Pleasure,” issued by the Cycle 
Trades of America, Chanin Bldg., 
New York City. Single copies are 
available through the C.T.A. The 
booklet also tells how to form 
cycle clubs, run bicycle races and 
field days and how to keep ma- 
chines in good working order. 


10. Encourage your staff to ride 
bikes. 

The use of bicycles, by members 
of your staff and your own family 
will help attract attention to the 
line you handle. For light deliv- 
eries use of a bicycle is excellent 
advertising. 


11. Help sponsor a Bicycle Day. 

Hardware and other dealers in 
an lowa town ran a “Bicycle 
Day” in collaboration with the 
merchants’ organization. Business 
blocks were closed to traffic the 
afternoon of the race day. Be- 
sides stimulating interest in bi- 
cycles the event also increased 


traffic in the individual stores, thus 
boosting sales and profits. When 
the plan is followed in your com- 
munity worth while prizes should 
be offered—either in the form of 
cash or merchandise. Eligibility 
for races should be arranged so 
that 15-year-olds would not com- 
pete with 10-year-old racers. Races 
for young tots on velocipedes 
would add to the fun and good 
will. Such an idea can be more 
elaborately and interestingly con- 
ducted if a bicycle costume parade 
is also arranged with awards for 
the oldest types of bicycles and 
authentic period costumes. Car- 
rying the costume idea further 
awards could be given for the most 
comic getups of cyclists participat- 
ing. 


12. Display cycling costume for 
ladies. 

Whether or not you are in posi- 
tion to handle costumes for women 
cyclists, the display of this equip- 
ment in a show window with up- 
to-date women’s bicycles is an eye 
catcher and _pedestrian-stopping 
idea. The display of costumes 
from a store that does not sell bi- 
cycles with a courtesy card, and 
the reciprocal display of a bicycle 
from your store, in the other 
store’s windows is a good build-up 
for the sale of the idea of cycling. 
The ladies have been sold on ski- 
ing, swimming, skating, etc., be- 
cause of the costumes offered and 
the same thing is true of cycling. 


13. Have young ¢yclists adver- 
tise your store and bike depart- 
ment. 

Following the plan of a western 
cycle shop, the hardware dealer 
in smaller towns can have children 
advertise his store by use of their 
bicycles. The western dealer had 
youngsters carrying advertising 
disks on their bikes in return for 
cards redeemable for 5 cents of 
candy obtainable at a local drug 
store. The disk was white with red 
lettering and suggested trading at 
the store, giving the address and no- 
tation that the store sold bicycles. 
Colored sealer paper was used to 
fasten the disk to the front wheel. 
Each youngster received a number 
recorded in a special book kept 
for that purpose. To obtain a new 
card, each week the youngster had 


to visit the store. By constant 
visits to obtain new disks and 
cards youngsters will note things 
they want for themselves and 
things they know their parents 
want. 


14. Hold cycle runs. 

Cycle dealers in some parts of 
the country have sponsored Sun- 
day and holiday cycle runs, adver- 
tising the events and donating “hot 
dogs,” or other refreshments, for 
the participants. Hardware deal- 
ers can follow the same idea, hav- 
ing a member of the staff lead the 
run—usually to a place not too 
far away for younger cyclists. The 
friendships made by such activi- 
ties builds invaluable good will 
among young and old fans. 


15. Get local schools to conduct 
safety campaigns. 

If you can get local schools to 
conduct cycle safety campaigns, 
cyling will get tremendous public- 
ity in your community, and sales 
of bicycles will be helped. Essay 
contests emphasizing the need for 
observing traffic rules and citing 
the need for cycling paths will 


be helpful. 





“The dealer had the youngsters 

carrying advertising disks on 

their bikes redeemable for 5 cents 

in candy obtainable at the local 
drug store.” 


16. Issue cyclist’s bulletins. 

A bulletin on cycling, featuring 
safety rules telling about new ac- 
cessories offered and giving infor- 
mal comments on the activities of 
local cyclists will help build good 
will and sales. A far western cycle 
shop carried on this plan using 
mimeographed sheets. It’s an idea 
worth adopting. 
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Seeds occupy this entire sidewall the year ’round. A counter 
with drawers below provides spaces for scales and wrapping. 


Garden Seeds an Aid in 


C. H. Roberson, Inc., Freehold, N. J., 
has developed this business on 
practically a year ’round basis 


(Seno seeds are 


among the best store traffic build- 
ers at C. H. Roberson, Inc., hard- 
ware and implement store, located 
in Freehold, N. J., a community of 
approximately 7000 population. 
In addition to this, the seed busi- 
ness has been developed in this 
store to the point where it is prac- 
tically a year ‘round business, 
December being the only month 
in which sales of seeds are not 
important. 


MARCH 20, 1941 


The bulk of the business is ob- 
tained during the busy season from 
March through July. However, 
many unusual varieties of seeds 
are selling during the other months 
of the year in such satisfactory 
volume to justify a year “round 
display in this department. 

“People in our community think 
of our store as headquarters for 
almost any variety and for the 
highest quality of seeds.” says Wil- 
lard Preege, assistant to C. H. 


Building Store Traffic 





Seed drawers have glass fronts 

and double end construction so 

that the drawers appear to be 
full of seeds at all times. 
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them to bring us one melon in re- 
turn for the seeds. The girls re- be 
ceive flower seeds and they can 
select whatever variety they desire. 
The practice pleases the parents 
and they remember the store be- 
cause of it.” 

More than 350 varieties of seeds 
are carried in bulk. This stock is 
shown in drawers with glass fronts. 
A double bulkhead arrangement 
hack of the glass provid s a small 
space which can be filled with seed, 
thus the drawer appears to be 
filled with seed all the time. 

The seed department extends 
from the front of the store to the 
rear and occupies approximately 
30 ft. of space along the sidewall. 
Two counters with drawers below 








Plant foods, insecticides and other related articles are 
also shown in sidewall fixtures and on nearby tables. are also used. The tops of these 
counters serve as wrapping spots 


and also provide good working 


iene aero 


er’ 


Roberson, the owner. “Giving the practice which helps to establish space for weighing seeds. bd 
boys and girls, who come to the our reputation. A 16-page seed catalog, listing 

store with their parents, free vege- “The boys receive watermelon all varieties together with prices 

table or garden seeds is another or cantaloupe seeds and we ask (Continued on page 113) 








SOWING CHART FOR GRASS AND SMALL GRAINS 
(Courtesy: F. H. Woodruff & Sons, Inc., Milford, Conn.) 








Lbs. per Amounts sown per acre Best Morths Lbs. per Amounts sown per acre Best Months 
Variety Bushel Broadcast Drilled To Sow Variety Bushel Broadcast Drilled To Sew 
| ALFALFA 60 18-22 12-15 Apr., May LAWN SEED 20 150-200 125-175 Apr., Sept. he 
Aug., Sept. 4 
MILLETS 
! BLUE GRASS Japanese 35 25-40 25-30 May, July ; 
Canada for hay 14 20-35 20-25 Apr., May Hun n 48 50-60 40-50 May, June o 
Aug., Sept. Golden 50 55-65 45-60 May, July 
Canada for lawns 14 85-100 85-90 Apr., May 
Aug., Sept. OATS 32 100-125 90-100 April 
Kentucky for hay 14 35-50 35-40 Apr., May 
Aug., Sept. 
Kentucky for lawns 14 90-100 90-100 Apr., May ORCHARD GRASS “4 35-45 25-35 Apr., May, Sept. 
Aug., Sept. P 
—— CANADA FIELD PEAS ’ 
BENTS Alone 60 120-150 100-125 Feb., Apr. f) 
German Mixed— for lawns 90-100 75-90 Apr., May With Oats 60 100-125 90-100 April 5: 
for putting green 10 Ibs. per | ie 
1000 sq. ft. Apr., Sept. RAPE—DWARF ESSEX 50 6-10 4-5 Apr., Aug. 
Colonial (Rhode Island) 5 Ibs. per 
- a greens ea Ae ty ~— i Seve. RED TOP 
fer Tawne pF. Sept. Fancy for hay 40 20-25 15-25  Apr., May, Sept. 
eS oo? RL le 4 peapem Fancy for lawns 40 75-100 65-85 Apr., Sept. 
fer lawns 75-85 60-75 Apr.. Sept. Unhulled for pasture 14 50-60 40-50 Apr., Sept. 
RYE GRASS 3 
BUCKWHEAT — for lawns 24 100-150 100-125 Apr. to Sept. 
Japanese or Silverhull 48 55-65 48-60 June for pasture 24 50-60 30-45 Apr. to Sept. ; 
CLOVER SOY BEANS 60 60-90 30-45 May, Aug. b 
Alsike 60 10-12 8-10 Feb., Apr. ¥: 
Aug., Nov. SUDAN GRASS 40 20-25 6-10 Apr., June § 
Crimson 60 15-20 10-15 July, Sept. ® 
Red bad 12-18 — Pa TIMOTHY 45 20-25 20-25  —Apr., June 
Red Mammoth 60 12-18 10-12 Feb., Apr Aug., Nov. 
me» Sept. VETCH—SPRING 
Sweet Yellow bad 20-25 16-20 — San plus 1 bu. small grain 60 85-90 80-85 Mar., May 
Sweet White 60 20-25 15-20 Apr., May 
Aug., Sept. VETCH— WINTER 
White Dutch plus 1 bu. small grain 60 80 60 Aug., Nov. 
for lawns 60 30-45 30-40 Apr., June ig 
Aug., Oct. WHEAT & 
for hay (alone) 15-25 10-15 = = Spring or Winter 60 100-125 90-100 Apr., Sept., Oct. ‘3 
ug., Oct. ; 
RYE = 
FESCUES . * 
Spring 56 60-70 50-60 Mar., May : 
Red for pasture 14 30-40 25-30 Apr., Sept. : : 
for lawns 90-100 85-95 Apr. Sept. Winter 56 80-85 70-80 September & 
Sheeps 14 30-40 25-30 Apr., Sept. ; 
Meadow 24 40-50 30-40 Apr., Sept. BARLEY 2 or 6 Row. 48 72-96 72-96 Mar., May, Sept. 
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Outside Display 


—bob rhe vee 

















Eight different kinds 









galvanized 


of dairy and soode 


: tter 
: this stand. Be 
pails are shown ran a stand inside the store. 


pails are featured 0 


Koerner & Pingel Hardware Co. 
in Wisconsin dairying section 
cashes in on impulse buying 


OERNER & Pingel 
Hardware Co. does a large pail 
business the year around, and, 
according to C. W. Pingel, partner 
in the business, the stand outside 
the store entrance, which is always 
loaded down with pails of all kinds, 
is mainly responsible for this sales 
activity. 

The farms around Watertown, 
Wis., a city of 11,200 population 
in which this business is located, 
are for the most part engaged in 
Milk pails and feed- 


ing pails are used in large num- 


dairying. 
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bers. Farmers coming to town 
are almost always in the market 
for merchandise of this type. 

“That’s the reason we keep pails 
before the farm trade all the time,” 
says Mr. Pingel. 
pails on impulse and usually as 
they need them. So, we are sell- 
ing these goods all the time and 
in most cases the person will come 
into the store with one or two pails 
in hand. These have been selected 
from the display on the stand out- 
side the store.” 

Competitively priced pails are 


“Farmers buy 


featured on the outside display for 
the most part. Better grade and 
more sanitary pails are kept in- 
side the store. When a farmer 
comes into the store with a pail 
selected from the outside display. 
he is immediately shown several 
other milk pails with sanitary fea- 
tures which are not present in the 
competitive items. In,more than 
half the instances the better pail 
is sold. 
terested in better merchandise that 
is easier to clean and better made 
and which will enable them to se- 
cure a higher rating on their milk. 

The large rack will hold a dozen 
or more of each of eight different 


Farmers are always in- 


types. Galvanized pails are shown 
on the bottom shelf and dairy 
pails on the top shelf. A _ large 
showcard gives the size and price 
of each item. The stand js on cast- 
ers and can be moved easily. Bet- 
ter grade dairy pails are shown 
on individual stands made of an- 
gle iron and wood. 























OMPETITION © is 
elusive and is often disguised to 
hide the true intent. To separate 
the wheat from the chaff is not 
always an easy thing to do. 

One of the most recent situations 
that has come up for our attention 
and consideration, had its origin 
with certain retail dealers and per- 
tained to the R.E.A. merchandis- 
ing program. Several dealers have 
writen to us asking us to sell local 
R.E.A. Co-ops. direct, and to give 
them a small commission on the 
sale. It was also suggested that 
close prices be made to the farmers 
on these Co-op. lines on their in- 
itial purchases only. It was not 
explained to us how the price 
structure would be restored after 
the initial purchases had been 
made. 

Our personal experience with 
these back-handed, or rather back- 
scratching, sales schemes has not 
created any desire on our part to 
continue them. It is hard for us 
to understand why so many of 
these invitations to assume the 
functions of the retailer come from 
the dealers themselves. We don’t 
like the idea of selling these R.E.A. 


butlets direct and, our reasons are: 


The Retailer's Job 


(1) In the first place, the job of 
selling the consumer is primarily 
the retailer's job. He has the ap- 
proach and contact that are uni- 
versally recognized as the entree 
to the consumers’ domain. He is, 
or at least he should be, better 
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A Wholesaler’s Views 


By GEORGE S. McQUADE 


Sales Manager, 
Marshall-Wells Co., 
Duluth, Minn. 


equipped to do a selling job in his 
community and then to follow it 
up with a better servicing job than 
could any outside agency. The 
chances are that, if the manufac- 
turer, the wholesaler, of the Co 
operative itself were to set up a 
merchandising organization within 
themselves to handle this business. 
it would be very difficult for them 
to let go again. In the short span 
of years that the executive respon- 
sibility for sales has been mine, | 
have been called on to remove 
similar accounts from our books. 
and it always leaves ill feeling. 
which isn’t good for the whole 
saler-retailer combination. As a 
matter of fact, we were literally) 
forced out of the furniture busi- 
ness because we found that ow 
trade expected us to assume so 
much of their sales responsibility. 
which we could not do on a whole- 
saler’s margin. We think this 
R.E.A. Co-op. business is some- 
thing that you, yourselves, should 
go after—hammer and tongs—for 
to have the manufacturers or 
wholesalers handle it would be a 
bigger boost for the Federal spon- 
sored Co-op. movement than its 
most sanguine advocates could 
have hoped for. Remember, that 
“big oaks from little acorns grow.” 

(2) Secondly, we have estab- 
lished prices on our major appli- 
ances that are figured on as low a 
margin as either we, ourselves. or 


























GEORGE S. McQUADE 


our dealers can work on and show 
a profit. Margins for retailers on 
major appliances must be large 
enough not only to take care of 
usual and essential service that 
goes with the appliance business. 
We dowt believe it is possible to 
establish retail margins based on 
how much cash the customer has. 

We also know that, once a low 
retail price is established on a 
trade-marked article, it is going 
to be very difficult to get a higher 
price later on. 

Then, too, if our lines were sold 
direct to a Co-op., and the Co-op. 


(Continued on page 54) 





EDITOR’S NOTE: In 
view of the growing con- 
cern on the part of both re- 
tail and wholesale hardware 
dealers about new policies 
of the Rural Electrification 
Administration (R.E.A.) in 
connection with group mer- 
chandising and wiring plans 
now in effect in certain sec- 
tions of the _ northwest, 
HARDWARE AGE, pre- 
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N. E. GIVEN 


Ja ERE is a new type 


of competit'on that I should dike 
to discuss with you, because I feel 
it is a threat to the future of inde- 
pendent retailers, as well as to the 
wholesaler-retailer system of dis- 
tribution. This is the new trend 
in R.E.A. purchases of electrical 
appliances in some districts wth 
which I am familiar. 

Some of you are going to say— 
why bring this up. We have had 
R.E.A. in our districts and it has 
been beneficial. It has helped the 
farmer in a good many ways and 





sents here talks on this sub- 
ject given during the annual 
convention of the Minne- 
sota Retail Hardware Asso- 
ciation and a resolution 
adopted by the group which 
set forth facts pertinent to 
this situation. Leaders in 
the industry are fearful that 
this activity will spread to 
other states where R.E.A. 
financing is prevalent. 
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A Retailer’s Views 


By N. E. GIVEN 
Given Hardware, Inc., 


Bemidji, Minn. 


has been a source of new business 
for us. 

I agree with you that in many 
d‘stricts this is so. A lot of you 
have worked with the R.E.A. and 
you and the farmers have put a 
satisfactory load on these lines. 

These are not the districts, how- 
ever, that I am going to talk about. 
There are three districts in Minne- 
sota that should have our atten- 
tion. One is at Grand Rapids. 
another in the Wadena-Todd coun- 
ty area, and the other is the Bemid- 
ji-Mantrap district. These three 
associations have been set up on 
a supposedly experimental basis. 
However, I am afraid that it is a 
start toward Government taking 
over the sale of appliances on 
R.E.A. projects and _ eventually 
getting into other lines of mer- 
chandise, as well. While this may 
be just my problem today, it may 
be yours tomorrow and should 
rightly be the concern of this en- 
tire convention. 

Last fall I contacted one of our 
customers on a refrigerator. He 
told me he had already placed an 
order, but, if we could match the 
price, he would just as soon buy 
it from us. He showed me the 
order with the make, number of 
box and the price. I can assure 
you that it took my breath away 
and we immediately started to 
check into this condition. 

We found that in this district 


the local Farm Bureau Co-opera- 
tive store had been chosen to 
handle the merchand'se orders and 
for this service received a small 
commission. The manufacturers’ 
distributors furnished the mer- 
chandise in carload lots. I under- 
stand that some distributors feel 
that this is legitimate business be- 
cause any dealer could afford to 
handle this volume on a short mar- 
ein when orders are pooled in 
such large quantities. Personally, 
I believe this position will bear in- 
vestigation. 

In the Todd-Wadens district, the 
association is being furnished the 

- refrigerators, washers, 
and ranges, and — radios by 
retail stores yes, even hard- 
ware dealers. The retail merchant 
receives a small commission on 
this business. 


Acts as Sales Agent 


Here the R.E.A. Co-operative 
acts as the sales agent and ar- 
ranges the pooling of orders. It 
must be apparent, however, that 
running this business through the 
local dealers at such greatly re- 
duced margins is only a subterfuge 
to enable these government of- 
ficials to say that it was legitimate 
business. 

A number of serious problems 
in the distribution of major elec- 
trical appliances are involved in 
these two districts. Personally, I 
think any wholesaler or manufac- 
turer who sells merchandise on 
this basis is committing commer- 
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cial suic'de. They are establish- 
ing false selling prices on this 
merchandise, providing competi- 
tion which cannot be met for deal- 
ers who now handle these lines, 
and they are creating a service 
problem for the future which local 
merchants will be unwilling to per- 
form and which the users of the 
appliance have a right to expect. 

Another thing, I cannot under- 
stand why any retail merchant who 
has any regard for his future busi- 
ness welfare would become a part 
to this type of selling and ask the 
wholesaler or manufacturer to sell 
these groups on this basis, not- 
withstanding the small commission 
paid to the retailer. 

Isn’t this a step in the process 
of putting the government perma- 
nently into the retail business. 
R.E.A. officials may be willing to 
give local dealers a small commis- 
sion of major appliances today, 
and tomorrow eliminate us alto- 
gether as well as spread their buy- 
ing to many other lines. 

How can other merchants and 
the dealer who is a party to this 
selling explain the discrepancies 
in price to regular customers when 
they find out about the lower sell- 
ing prices in effect to the groups 
buying cooperatively? 

Now I am not going to criticize 
anyone, but I do think this is a 
serious problem that deserves care- 
ful study as to the probable con- 
sequences in the future. 

As far as I can see, the retail 
dealer is the loser in such transac- 
tions. The manufacturer and d's- 
tributor are getting practically 
their normal profits on this vol- 
ume. 

I am going to show you some 
of the prices that are being quoted 
to consumers through the efforts 
of the R.E.A. officials. 

(Mr. Given presented several 
charts showing list prices, dealer 
costs, and prices to the consumer 
on well known lines of electrical 
appliances in each of the three 
districts. ) 

With these low prices quoted to 
the R.E.A. members, even though 
only the original order, what is 
going to be the attitude of regular 
customers when they find out that 
they must pay as much as $60.00 
more for a refrigerator than the 
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more favored customer? Custom- 
ers have little idea of the expense 
of servicing appliances nor of the 
overhead in a retail store. Regu- 
lar customers may not like this dis- 
crim‘nation and may be encour- 
aged toward thinking favorably of 
co-operative buying. The favored 
customer who received a conces- 
sion once is also not likely to be 


completely satisfied to pay regular 
retail prices in the future. 

Action is necessary immediately 
if we are to prevent the spread of 
this practice. I should like to see 
a resolution prepared and passed 
at the convention that will indicate 
just how we feel about this situa- 
tion to members of the state legis- 
lature and officials in the R.E.A. 


A Wholesaler’s Views 


(Continued from page 52) 


resold this merchandise on a close 
basis, our appliance line would 
soon become a football. That 
would hurt you and, in the long 
run, would be very harmful to us, 
not only in the locality in which 
the appliances were sold, but gen- 
erally over our entire territory, 
which includes the whole north- 
west. 

We do not believe it is necessary 
to sell appliances to consumers at 
less than the cost of doing busi- 
ness, which includes servicing, in 
order to establish electric current 
loads. This has not proved so in 


the utilities field. Utilities which 
have endeavored to build up loads 
either in the electric or the gas 
field by cutting prices and making 
the line unattractive to the retail 
trade, have not done as good a load 
building job as the utilities which 
have co-operated with the retail 
trade on a reasonable price basis. 

We deplore the fact that any 
retailer would ask the manufac- 
turer or wholesaler to break down 
the retail structure. We know that 
there are many people who like to 
believe that Government owner- 

(Continued on page 137) 








A Resolution on Government 
Subsidized Competition 


adopted by the 
Minnesota Retail Hardware Association 
during the Annual Convention 
Feb. 18-21, 1941, St. Paul, Minn. 


WHEREAS, it appears that the Rural Electrification Administra- 
tion has sponsored, promoted, and financed group merchandising and 
wiring plans in conjunction with Rurai Electrification projects in 
Minnesota, particularly those known as “self help” projects, and that 
such subsidized groups or pool plans are unfair and discriminatory, 
foster monopolistic tendencies and create disruption of legitimate 
orderly distribution and consumer service. 


THEREFORE, BE IT RESOLVED, by the Minnesota Retail 
Hardware Association in annual convention assembled that we regis- 
ter our objections to our duly elected Senators and Congressmen 
with reference to such practices sponsored or subsidized by the 
Rural Electrification Administration, which practices appear to 
threaten our business, destroy consumer confidence in all retailers, 
set up discriminatory prices, prevent a free flow of trade and tend 
to destroy essential services to the consumer which deprive him of 
the assurances of full value and dependable service. 


THEREFORE, BE IT FURTHER RESOLVED, that this asso- 
ciation on behalf of its members and other retailers affected, appeal 
to our duly elected Representatives and Senators in Congress to 
investigate the trends and effects of the aforementioned activities 
of the Rural Electrification Administration; and if such activities 
are found inconsistent with general public welfare and policy, place 
such restraints as may be deemed proper on this and other agencies 
of the Federal government whose widening sphere of influence in 
business affairs is a cause for genuine concern among business men 
and self sustaining taxpayers who are being penalized and discrim- 
inated against. 
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TRY THIS IDEA 
... IT WORKS! 


POWER .. . plus sells 
Kleanbore,* Hi-Speed*.22’s 


The quality shooters want 
most in .22 ammunition is 
power. “Kleanbore” Hi- 
Speed .22’s give them the 
wallop they want. That’s 
why display ideas which 
demonstrate that power are 
so effective in stimulating 
sales. 

Here’s an idea _ which 
many dealers have used 
with great success. Take 
an ordinary cake of laun- 
dry soap down in the cellar 
or someplace where it’s safe 
to shoot. Fire a Kleanbore 
Hi-Speed hollow point .22 
through it. The hollow 
point bullet will expand, 
leaving a hole in the cake 
of soap like that shown in 
the illustration above. Then 
put the cake of soap on 
your counter with a display 
card which we will gladly 
supply on request. 

Judging by the experi- 
ence of dealers who have 
tried it, you’ll find that’ this 
display gets real results. 


DEALER 


(Aavertisement) 
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The Lesson of the Century and a Quarter 


This year marks Remington’s 125th 
anniversary. Few American manufac- 
turers have so long or so interesting a 
history. Remington guns played an im- 
portant part in the winning of the 
West, and in the taming of the great 
forests and plains. They gave protec- 
tion, helped keep the larder filled, and 
provided sport at weekly turkey shoots. 

The very first Remington rifle was 
made by Eliphalet Remington in 1816 
at his father’s forge in Ilion, New 
York. Young Eliphalet made that gun 
for himself, but it shot so well that 
neighbors (and then strangers) asked 
him to make guns for them. From that 
beginning, Remington has grown to its 
present position of world leadership in 
sporting arms and ammunition. 

We’ve learned one great lesson in 
this 125 years of experience. It is 
that fair dealing is the foundation of 
good business. And fair dealing has 
always been our first concern. 

We’ve had our reward, too, in the 
friendliness which dealers and shoot- 
ers have expressed towards us. There 
are millions of Americans today whose 
fathers, grandfathers and great 
grandfathers passed down to them 
their traditional confidence in Rem- 

.ington products. Many of our best 
dealer and jobber accounts are headed 
by men with whose Dads we did busi- 
ness. We value their confidence in us 
more than any other asset we have. 











65 YEARS AGO... 





REMINGTON IS PREFERRED! 








* “‘Kleanbore”’ 
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and 


“"Hi-Speed”’ 


are Reg. U. 


SAYS MERCHANDISING 


Last time I saw Joe 
Smith, he was fed up with 
the hardware business. But 
not any more! So I. ask 
him, “What’s the secret 
for changing a down-at- 
heels business like you had 
to a real money maker?” 

“Display!” says Joe. 
“But you’ve got to FOL- 
LOW-UP that display!” 

We all know display’s 
mightly important. But you 
can’t go very fast with just 
display, any more’n a hound 
dog can catch a rabbit by 
running on one leg. You’ve 
got to follow-up that dis- 
play by advertising, by 
carefully planned store ar- 
rangement, informed sales- 
manship and related selling. 





| 
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Why are the 500 Series 
.22’s easier to shoot? 


The bolt on all 500 Series 
rifles has double cams for 
easy cocking. The design 
and position of the bolt 
handle insure ease of oper- 
ation. The sights are, we 
believe, without equal on 
.22’s in comparable price 
classes. A good trigger pull 
makes a tremendous differ- 
ence in accurate shooting. 
Every 500 series .22 has a 
separate sear to insure a 
crisp pull, even the Model 
510 single shot! And the 
stock on 500 Series rifles is 
scientifically designed for 
easy, comfortable and 
steady holding. 


S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 








rize-Winning Hardware | 


ITH eye - appeal 
and dramatic sales - appeal con- 
sidered to be two of the most im- 
portant factors in resultful mer- 
chandising, it is encouraging to 





note the ever - increasing number 
of hardware manufacturers who 
make their products more saleable 
by creating effective package 
backgrounds for their merchan- 
dise. Thus, the hardware indus- 
try has gained further package 
prestige through the individual 
manufacturers who have received 
major awards in the recent All- 





Stanley Tools, division Stanley Works, New 
Britain nverted tools into Christmas gifts 
with its boxes covered with birch bark pa 
pers and edged in red. Each box is designed 

-onform to the shape and size requirements 
] 





ar tool containea 







of the particu 
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This corton of the Auburn Rubber Corp., 
Auburn, Ind., effects a stage setting. 
Hinged front of container drops forward to 
form a platform to permit the view of the 
whole interior with each toy in its proper 
place. For shipping, containers are in- 
serted into one-color, printed, news board 
sleeves carrying descriptive and sales 
copy and item illustrations. Provision is 
also made to help dealer in stock keeping. 


The “Whale” clothesline package of the Samson 
Cordage Works, Boston, Mass., utilizes printed trans- 
parent cellulose bags to house and protect the 50-ft 
hanks. Two hanks are connected by a single rope, and 
dealer may thus sell a 100-ft. or 50-ft. length by cutting 
them apart. Wording on bag sells the consumer on the 
advantage of using fresh line. 
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America Package Competition 
sponsored by Modern Packaging. 
New York City. The efforts of 
this year’s winners and of previ- 
ous winners among hardware 
manufacturers have done much to 
attract a greater portion of con- 
sumer-income to the independent 
retail hardware store. Utility for 
stock storage as well as display. 





color and convenience in hand- 
ling, are some of the outstanding 
features of 1940's hardware pack- 
age winners. Through the cour- 
tesy of Modern Packaging, we are 
able to present them here. 





A new type of folding carton adopted by the Knapp- 
Monarch Co., St. Louis, Mo., is made of printed light- 
weight corrugated board, pre-stapled at the box factory 
to provide rigidity and equipped with a one-piece, 
multi-folded interior partition to provide further spread 
for the iron. Corrugated board provides shock absorp- 
tion and a cushioning effect. Container lends itseli to 
flat storage in knockdown form 


The Deshler Broom Factory, Deshler, 
new, chemically treated broom with attractive stitching 
features, uses a printed transparent 




























A colorful counter display using trans- 
parent acetate sheeting was created for 
the Aluminum Goods Mfg. Co., Manitowoc 
Wis. The new “Mirro” saucepan is slipped 
into a slotted opening in the central trans- 
parent sheet in such a way that it seems 
as if the pan were suspended in midair 
Display card itself is constructed with two 
side flaps that fold back and lock into a 
semi-circular support strip. Orange, yel 
low, green, black and white are the colors 


Neb., for its 


wrap. These 


wraps, in the form of conical sleeves, are inexpensive 
and add nothing to the retail cost of the broom but do 
make it possible to accord this product proper display 
emphasis at all times. 
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uestions and Answers 





One of the outstanding features of the recent 52nd annual 


convention of the Western Retail Implement and Hardware 


Association was the Hardware Quiz. 
of two sessions, 


many moot points. 


Occupying a large part 
it furnished a wealth of information on 
The Hardware Quiz follows in detail. 















“Professors Quiz” and “The Quizmaster”, left to right: W. W. Townley, 
Townley Metal & Hardware Co., Kansas City, Mo.; L. M. Pinkston, 
Wyeth Hardware & Mfg. Co., St. Joseph, Mo.; Frank Johnson, Blish, 
Mize & Silliman Hardware Co., Atchison, Kan.; Fred G. Taylor, Lyons, 
Kan.; Perry Faeth, Stowe Hardware & Supply Co., Kansas City, Mo., 
and J. E. Woodmansee, Richards & Conover Hardware Co., Kansas City. 













Mo. Mr. Taylor, as “Quizmaster”, submitted the questions. 


M.. TAYLOR: What will be 


your 194] sales policy? Will you con- 


fine your sales strictly to dealers. 
large industrial concerns, govern- 
ment agencies, etc.? 

Mr. Townley: Our sales policy is 
designed to benefit not only our cus- 
tomers, but also ourselves, naturally. 
We sell four general classes of cus- 
tomers. We sell the retail dealer 
who buys merchandise from us for 
resale to the consumer. We sell ap- 
pliance dealers, furniture dealers 
and lumber companies. We sell gov- 
ernment agencies, and in that class 
we do not only compete with dealers, 
but with the other jobbers on the 
platform. We sell sheet metal shops 
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the tools to be used in their business. 
and we sell to industrial plants. I 
think this last causes the most con- 
fusion in the minds of dealers. We 
sell to the industrial plants merchan- 
dise which they use in their business. 
We do everything we can to not sell 
to employees for their own use. 
Sometimes industrial plants give a 
letterhead with something like this 
on it: “Please let the bearer pick 
out whatever he wants, and sell it to 
him for cash.” It is a problem not 
only in our industry. but also in the 
furniture, drug and other industries 
here in Kansas City. The Chamber 
of Commerce has a plan to educate 
industrial managers not to encour- 


age their employees to buy on that 
basis. It is something that will take 
the support of the entire community 
to discontinue. 


> + 


Vr. Taylor: Is there any advan- 
tage in connecting up various appli- 
ances en display in my store, such 
as gas ranges, electric washers, etc.., 
so that they can be operated while 
I am showing them? 

Mr. Pinkston: In answering this 
question, I will confess I am only 
giving to you what I have gathered 
from experience with hardware deal- 
ers. There is a very definite sales 
help in having in operation in what- 
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He sells nothing but Bronze screen cloth 


You can profit by this man’s experience. 
He has built up his business by satisfying 
his customers—for he knows that it pays to 
give them value. When it comes to screen 
cloth, he has standardized on bronze—16 
mesh because it best meets every require- 
ment of his community. There isn’t a roll 
of any other cloth in his store. 





By stocking only one item he has reduced his 
inventory, and since his customers believe 
in his recommendations, he has sold his full 
share of screen cloth at a better-than-average 
profit. It pays to concentrate on Bronze. 

The American Brass Company does not 
make bronze cloth, but furnishes Anaconda 
Bronze Wire to leading weavers. 193 


pA THE AMERICAN BRASS COMPANY, General Offices: Waterbury, Connecticut 
In Canada: Anaconda American Brass Ltd., New Toronto, Ont. © Subsidiary of Anaconda Copper Mining Company 


“ 
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ever form is necessary appliances 
which you have for sale on the floor. 
Although dealers try to sell without 
demonstration, there is great appeal 
and attractiveness which will hold 
the prospective customer’s attention, 
in seeing a washing machine in mo- 
tion. This, of course, applies also to 
other appliances. 


> + 


Vr. Taylor: One of our members 
wants to know if in marking up an 
inveice of merchandise should the 
delivery costs be included as part of 
the cost of the goods? 

Wr. Faeth: I think that he should 
take it into consideration; probably 
with the exception of those few lines 
which have an established re-sale 
price, such as a power ax, which 
article sells for 25 cents, advertised 
price, and the dealer would have to 
sell it at 25 cents, and could not 
take the delivery cost into considera- 
tion. However, some manufacturers 
have a higher price out west, which 
permits the dealer to cover his de- 
livery cost. Ninety per cent of the 
time, it certainly should be added in. 
Certain lines, of course, can stand a 
better markup than others. One 
thing. your competition would have 
to do the same thing in your town, 
even the mail order and chain stores 
would have to meet the same prob- 
lem. 


> ¢+ 


Vr. Taylor: If a prospect asks to 
see some major appliance, what are 
the first two questions the salesman 
should ask? 

Vr. Johnson: It would seem to me 
that in the sale of major appliances 
the first thing a retail salesman must 
do is not to find out what the cus- 
tomer’s needs are, but must inten- 
sify the customer’s need for it in the 
customer’s mind. The first question 
should stimulate interest and atten- 
tion. The second question should 
seek to find out the customer’s needs, 
and then suit the sales arguments 
so that they may answer that ques- 
tion. 


> <> 
Mr. Taylor: If I receive an in 


voice from a wholesaler for mer- 
chandise, and am getting ready to 
make up the retail prices, should I 
simply add a flat percentage, say 50 
per cent, to the delivered cost of 
each item, or should the markup, in 
percentage, vary—and why? 

Mr. Woodmansee: 1 think that it 
should vary. There are several fac- 
tors that enter into the marking of 
merchandise from your invoice cost. 
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plus your freight: and you should 
know your competitive conditions. 
You skould know whether or not 
there is an established factory price. 
because you could not go beyond 
those advertised prices which reach 
the public through magazines, news- 
papers and radio. Whether or not to 
add a standard 50 per cent. or 
33 1/3 per cent or 75 per cent tariff 
is a leveling process. With an ad- 
vertised price you can only make, 
say 30 per cent; a slow mover can 
be marked up accordingly if you 
have to carry it because there is 
some demand for it. It would be 
wrong to put on a flat markup. 


> ¢ 


Vr. Taylor: Is it fair to the retail 
dealer (handling ammunition) for 
the jobber to sell gun clubs their 
ammunition requirements at the 
dealer’s cost? 

Mr. Townley: The only way I can 
really honestly answer that question 
is to ask a question back at the 
hardware dealer: Is it fair for the 
hardware dealer to expect hardware 
jobbers to not sell to gun clubs when 
you know and I know that they can 
buy all their needs from grocery 
houses, drug houses and others in 
our territory? We know that in our 
territory gun clubs can buy direct 
from factories at our prices, so we 
should be asking that same question 


of the factories. It would be a fine 
thing if it could be discontinued. 
Most gun clubs use the local retail 
hardware store, if you will take care 
of them and solicit them at their 
own terms and service. I think you 
have the best chance to get the busi- 
ness. 


> + 


Mr. Taylor: If a customer asks 
how much I want for house paint 
by the gallon, should I quote the 
gallon price, or, would it be better 
to find out how many gallons will 
be required to do the job, and make 
the initial price on that basis? 

Mr. Pinkston: 1 would interpret 
that as total cost. I have heard this 
problem from hardware dealers, for 
instance, in the roofing business 
that the roofing business has gotten 
away from the channels where it 
used to be because the lumberman 
has assumed a different technique 
on roofing. He doesn’t talk squares 
or problems; he talks the complete 
roof. Get away as much as you can 
from the discussion of price because 
that one item has been a thorn in 
the flesh, particularly in our com- 
petition with the chain store outlets. 
They have used price as one of the 
things to call attention of the public 
to the stores with the idea that the 
price is lower and the quality is 
higher. 





Display Sells 


FENHIS interesting and attention 

compelling window included 
mass displays of electric lamps, and 
a variety of wiring needs. Used by 
the main store of Warner Hardware 
Co., Minneapolis, Minn., the window 
had a sign inviting people to “Mod- 
ernize Your Home With Warner’s 


Electric Lamps 


. 


Lighting Fixtures.” Extra attention 
to the lamps was secured by col- 
ored flashers in each glass bin. In 
addition to wiring and lighting needs 
there was a bid for the sale of small- 
er electric table appliances and 
heaters. The display stopped pas- 
sersby and stimulated sales. 





This window stopped those with home modernizing inclinations. 
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Empire State Building, 
New York, N. Y.... 
Barrett-roofed. 


There’s one roofing name that’s known all 
over America for its unbeaten performance 
—on the country’s outstanding structures 
as well as on modest homes and farm build- 
ings. It’s Barrett... “the greatest name 
in roofing.” 

When you recommend and sell Barrett 
Shingles to your customers you are cashing 
in on the tremendous public good will built 
up by Barrett through 87 years of roofing 
leadership. You are enhancing your own 
reputation for giving the customer his full 
money’s worth. You are building boosters 
for your business by supplying products 
that assure customer satisfaction — good- 


-t 
, 


Barrett Dublecote Multi Shingles protect this attractive home. 


AND OVER A MILLION HAPPY HOMES | 


looking, fire-safe, long-lasting shingles. 

Barrett Dublecote Multi Shingles. This 
heavy-duty shingle is double asphalt-coated 
and double mineral-surfaced where the 
wear is greatest. It is Barrett-engineered to 
give the utmost in dependable, long-lasting 
protection against fire, wind, rain, snow 
and sleet. It comes in a variety of pleasing, 
attractive colors and blends that will in- 
crease the beauty and value of any home. 
Your customers will appreciate the econ- 
omy of Barrett Dublecotes and their low 
cost per year of service. — 

Team up with Barrett today . . . for easier 
roofing sales, for more roofing sales. 


THE BARRETT COMPANY, 40 Rector St., New York, N. Y. 2800 So. Sacramento Ave., Chicago, Ill. Birmingham, Ala. 


MARCH 20, 1941 
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Vr. Taylor: If I find that a whole- 
saler is selling merchandise to con- 
sumers in my trade territory at 
wholesale or near-wholesale prices, 
what should I do about it? 

Mr. Faeth: 1 think it is the duty 
of the head of a wholesale hardware 
house to take care of that sort of 
thing himself. If any dealer hears 
of anything like that, I hope he will 
write to me personally, and ask for 
an immediate answer, a_ personal 
reply. In our own case, in our sam- 
ple room, we have posted a sign 
stating that we do not want any 
consumer business. We do take care 
of business for consumers, if we get 
in touch with the dealer, and ask 
him on what basis he wants the deal 
handled. I think it is very impor- 
tant for the wholesale house to pro- 
tect the dealer. I hope if anyone has 
any complaint or suggestion of com- 
plaint, that he will write to me 
about it. 

> + 


Mr. Taylor: If I send out mer- 
chandise on a COD delivery, should 
I treat the transaction as a cash sale 
or a charge sale? 

Mr. Johnson: 1 think the agreed 
practice is for a COD to be handled 
as a cash transaction. I realize that 
those of you who make shipments 
on a COD basis would probably pre- 
fer to handle it on a charge account. 
so you would have a more accurate 
record of the sale, and credit it to 
your returns. 

> > 


Mr. Taylor: Why do manufactur- 
ers and wholesalers sell to grocery 
houses standard, nationally known 
hardware items to be used as pre- 
miums on the sale of groceries and 
other merchandise? 

Mr. Woodmansee: 1 do not know 
of a wholesale hardware house that 
is selling premium merchandise, but 
there are large premium houses who 
specialize in calling on mills. ete.. 
and selling them premium merchan- 
dise of all kinds. They will tell you 
that “it assures the dealers of more 
business by creating a demand for 
the premium goods. For example. 
if it is an aluminum pan that a 
dealer doesn’t carry, and a flour mill 
gives the pan away as a premium. 
when « woman who has won one of 
them shows it to her neighbor, the 
neighbcr goes down town and wants 
to buy one from the dealer.” I am 
not taking any sides, I’m only tell- 
ing you one of the angles. I remem- 
ber one time, many years ago, a 
newspaper here gave a wagon to the 
boys to get subscriptions to the 
newspaper. The wagon business 
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picked up. The Merchants Associa- 
tion took the matter up, and they 
got the newspaper to stop their cam- 
paign, but it was a fact that the 
wagon business did drop off. I don’t 
know of any wholesale hardware 
house that sells that kind of mer- 
chandise to that kind of trade, but 
in behalf of my colleagues and my- 
self, I have not heard of such solici- 
tation being made of wholesale hard- 
ware houses in this area. 





Mr. Taylor: Can you give us the 
best plan to follow to eliminate 
some jobbers from selling to indi- 
viduals at wholesale prices? 

Mr. Woodmansee: 1 don’t know 
of any wholesale house that does 
not try to serve all sales through 
the proper channels. There are per- 
haps many charges made, and per- 
sons who say “I will go down to the 
wholesale house and make that se- 

(Continued on page 114) 
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“iTLE NOT ONLY SAVE YOU TIME AND MONEY, BUT YOU 
CAN PROBABLY SELL THE SAW DUST TO SOME CIRCUS 


a“ 


THE ORIGINAL DRAWING OF THIS CARTOON (size 13 x 13 in.), 
suitably mounted for use in window or other hardware store displays is 
available and will be sent, without charge, to the first reader sending 5 
cents postage to cover mailing costs. Ask for HARP NWARE AGE CAR- 
TOON NO. 8 and send your request to Cartoon Editor, HARDWARE 
AGE, 100 East 42nd St., New York City. The next 100 requests received 
will bring an attractive offset reproduction of the complete original 
drawing, equally suitable for window or interior display. (Size 13 x 13 in.) 
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YOUR Customers are buying Shelf Paper 
NOW. Guide this Sale and Profit into 
YOUR Store with the brilliant new PAN- 
TRY PRIDE Shelf Paper—the BIGGEST 
VALUE OF THE YEAR in 5c Shelf Paper 
. .Artistic New Designs. . . Brilliant New 
Colors...PATENTED SCORED EDGE 
(Pat. No. 2,166,352) .. .New HI-GLOSS 
Finish. It’s ‘“SALES-TESTED,’’ ‘’MAR- 
KET-PROVED” for you! Only 5c for a 
9-foot Length 
Get this Fast-Selling Milapaco DISPLAY 
DEAL No. 332— 6. Dozen 5c lengths of 
Milapaco PANTRY PRIDE Shelf Paper in 
6 popular designs and colors. 
“’Self-Service’’ Display Rack FREE 
YOUR PROFIT ... About 40% 


Sales a” 


@ * 


EXTRA SALE and PROFIT 
in YOUR Cash Register! Return 
the coupon TODAY for YOUR Dis- 
play Deal. We'll be glad to bill it 
through your favorite Jobber. 


MILWAUKEE LACE PAPER CO. 
1302-B East Meinecke Avenue 
Milwaukee Wisconsin 


Established in 1898 


*« 
The Year's BIG VALUE in 5c Shelf Paper! 
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This Colorful, Comp 


Shelf Paper 


act Disple 


ales for'You 





y Rack 


Milwaukee Lace Paper Company 
1302-B East Meinecke Avenue 
Milwaukee, Wisconsin 


Please send me RUSH the new Milapaco 
Display Deal No. 332—containing 6 dozen 
5c lengths of PANTRY PRIDE Shelf Paper, 
PLUS a FREE Display Rack. To be billed 
through my Jobber. 
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How to Be a Successful Soldier 


Col. Walter F. Siegmund of Western 
Cartridge Co. suggests 21 points 
for young men of today to study 


V\ HENEVER [| 


meet an expert in any line | 
like to drill him with questions. 
By “expert” | mean a man with 
long and successtul experience in 
any human endeavor. I always 
learn things of great value from 
these men and frequently I find 
that my original impressions on 
the subject in question have been 
wrong. 

For instance an “expert” flyer 
has just called. I wanted to know 
about “beam” flying and he en- 
lightened me. It was all very in- 
teresting and simple. The “beam” 
gives a flyer direction but not alti- 
tude. 
beam” but if he is careless and 
fails to note his altitude he may 
land on a hill. 


\ pilot may be “on the 


Specialists Required 
Why were 14 army pilots killed 


ordered 
This “ex- 


when the Government 
them to fly the mails? 
pert” said the Government made a 
terrible mistake. He said there 
were regular flyers who had been 
trained to fly under normal condi- 
tions. But he said mail flying re- 
quired specialists who knew all 
the problems and answers of un- 
usual flying conditions. He said it 
just broke his heart to see some 
of the young fellows sent up with 
the mail when he knew their train- 
ing and experience did not fit them 
for mail work. 

He said the Army had some of 
the best flyers in the world but 
there were different kinds of fly- 
ing and that Army and mail flying 
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were two different things. He told 
me why but that means another 
story. 

Then came an expert electrical 
engineer. “Tell me,” I said, “what 
is a generator and what is a 
motor?” He smiled and said that 
a generator manufactures the elec- 
tric “juice.” It is done by means 
of friction. We don’t know what 
it is. This friction is generated by 
steam, by water, by Diesel oil en- 
gines and even by electricity itself. 
When a generator is full of the 
juice it can’t be used. So it must 
be passed on to a motor which 
turns electric juice into mechanical 
power. Things are run not by raw 
electricity but by the power de- 
rived from the motor. 

“Fine.” I said, “but when you 
get the power why can’t you lead 
that back to the generator and 
keep her going?” 

Then, he answered you would 
have perpetual motion. You can't 
get this because there is a loss of 
about 25 per cent between the 
generator and the output of the 
motor. He added that all electri- 
cal engineers were working on the 
problem of reducing this loss. It 
was one of the problems of pro- 
ducing electricity at a low cost. 


Thought and Action 


“Well,” I remarked, “this re- 
minds me of human beings. Some 
sit in easy chairs and mentally 
generate a lot of the juice think- 
ing. But there it sticks. They don’t 
get it over to the motor (action). 
That 25 per cent loss between 
planning and action ‘gums the 
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works. But let’s call that neces- 
sary 25 per cent will power and 
if the will power is sufficient it gets 
the thinking over to the action and 
then things start humming.” 


An Expert Speaks 


These more or less interesting 
thoughts are caused by a paper | 
have just received from a mutual 
friend about another “expert.” He 
is an ex-Army man. Here is this 
story— 

“Called upon by many young 
men for advice with regard to their 
general conduct when entering the 
military service, Col. Walter F. 
Siegmund of Western Cartridge 
Co., East Alton, Ill., has prepared 
a written list of points that he con- 
sidered of greatest importance, 
since there are many things in the 
life of a soldier not covered by 
general regulations. 

“Col. Siegmund’s military rec- 
ord includes service on the Mexi- 
can border, and in France during 
the World War. He has been an 
officer in the Ist and 3rd Missouri 
Infantry regiments, the 65th New 
York Infantry, the 3rd New York 
Field Artillery, and other field 
artillery regiments, and after the 
World War commanded the 380th 
Field Artillery of the 102nd Divi- 
sion. 

“His retirement to the inactive 
list came after 27 years of service 
in active and Reserve capacities. 
At his own request, he was trans- 
ferred to the cavalry, the branch 
with which he was connected when 
he retired. He graduated from the 
Infantry School, the Field Artil- 
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lery, Cavalry Basic, Command and 
General Staff schools, and served 
as instructor in officers’ training 
camps, in field artillery firing 
centers, and as instructor in phy- 
sical training. During the World 
War, he was transferred from 
France to the United States by 
General Pershing to relieve foreign 
instructors. He holds certificates 
of capacity as a colonel of cavalry 
and a colonel of field artillery. 

“Col. Siegmund is an active ath- 
lete, horseman, and an able rifle, 
pistol and wing shot. 

“For the guidance of young men 
about to enter the service of their 
country, Col. Siegmund recom- 
mends the following on— 


‘How To Be a Success- 
ful Soldier’: 

1—Observe everything within 
your notice. 

2—Learn what your duties 
are and do them cheerfully and 
efficiently. 

3—Be alert and on time. 

4—Obey orders, but be sure 
you understand them; if not. 
ask questions. 

5—Put all your energy and 
drive behind everything you do. 

6—Keep yourself and your 
equipment neat and clean. 

7—Indulge in clean recrea- 
tion off duty. 

8—Put duty before pleasure. 

9—Pick with great care your 
associates off duty, and avoid 
those who may try to influence 
you to indulge in things you 
know might injure you. 

10—Mind your own business, 
and don’t become a part of 
grapevines spreading 
among your fellow-soldiers. If 
you want information or need 
advice, go to your commanding 
officer. 

11—When things go wrong. 
take it on the chin like a man. 
Don’t be a cry-baby, but if you 
have a just complaint for the 
good of the service make it to 
your commanding officer. 

12—Don’t try “bull” to get 
by—it will catch up with you. 
and always remember that no 
man ever had a good enough 
memory to become a successful 
liar. 


13—Don’t be a “boot-licker.” 


rumors 
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14—Don’t try to gain recog- 
nition by hanging around head- 
quarters. 

15—Cultivate the respect of 
your fellow-soldiers, and you 
will win the respect of your 
superiors and promotion. 

16—Attend religious service. 

17—Don’t forget the folks at 
home are waiting for a letter 
from you regularly. 

18—Don’t borrow or lend 
money—it makes enemies. 

19—Save some of your pay. 

20—Remember this always— 
that your sense of right and 
wrong is your greatest leader. 
Do all those things you know 
are the right things to do, and 
don’t do any of those things that 
you know are the wrong things 
to do. 

21—Resolve to leave the ser- 
vice a bigger and better man 
morally and physically—a cred- 


Shaver Promotion 


HE Hubbard Hardware Co., 

Flint, Mich., averaged about 
five shavers per working day during 
the first 10 days of an electric shav- 
er promotion. The average sales 
were $14.00. Hubbard’s used news- 
paper space, employing both orig- 
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it to your family and your 
country. 


7 .s a 


Col. Siegmund’s suggestions are 
timely and practical. He knows 
from years of experience. 

With a smile and a twinkle of 
the eye let me suggest that here 
we have in this article the gener- 
ator (Col. Siegmund’s experience) 
the motor (the young soldier) and 
the 25 per cent of power (will 
power) to put Col Siegmund’s sug- 
gestion into action. 

Let me just suggest in conclu- 
sion that each young man inducted 
into the army should be supplied 
with the following; The Declara- 
tion of Independence; The Consti- 
tution of the United States; The 
Bill of Rights; Lincoln’s Gettys- 
burg Address. 

Then if he will study them he 


will know why he’s in the army! 


Sells Five a Day 


inal copy and manufacturer’s mats 
and followed this through with a 
dramatic window display. The public 
was also invited to try a demonstra- 
tion unit. Ten days’ free trial was 
offered with time payments of $2.00 
down and 50 cents per week. 
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Iiere’s the display that helped sell electric shavers. 

















Presenting Our Guest Editor 


RUDOLPH TENK 


President, 


Tenk Hardware Company, 


Quincy, IIl. 


Whose Subject Is 


Keep Ample Stocks! 


| 
HERE is growing 


concern among hardware manu- 
facturers and wholesalers as to the 
future of independent hardware 
retailers. 

The question is often asked. 
“Why were some retail hardware 


merchants successful in 
former years than they are now?” 
I believe the most important fac- 
tor is that although retail mer- 
chants, in former years, carried 
fewer items than they do at pres- 
ent, they carried a sufficiently large 
stock of the principal lines to sup- 
ply the needs of their customers. 


more 


Chain stores carry only those 
items for which demand is suf- 
ficient to warrant handling them. 
They carry very few of the odd 
items for which demand is so 
limited that their sale is not profit- 
able. However. chain stores do 
keep stocks complete, on the items 
they carry. As a result most of 
their units operate at a profit. 
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Most chain store organizations 
have shown a steady growth. In 
some places they have entirely 
crowded out independent retailers. 
Chain stores use sound merchan- 
dising methods and except for 
larger items, which ,can be success- 
fully sold on installment plans, sell 
for cash. 

Although the independent re- 
tailer cannot afford to adopt some 
of the methods used by the chain 
stores, he has a definite advantage 
over them in that he is the owner 
of his business. He can do what- 
ever he finds necessary to make 
his business profitable and he can 
quickly adjust himself to condi- 
tions existing in his trading area. 
Chain store managers rarely have 
such leeway. 

Many wholesalers have worked 
out sales helps for retailers— 
ideas that have been effective for 
the merchant who has used them 
properly. Wholesaler’s salesmen 
are constantly trying to help their 
customers do a better and more 
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profitable business. Some retailers 
have accepted and made good use 
of these sales plans. Too many 
have not. 

While it is impossible for every 
independent retailer to succeed, 
the mortality is entirely too heavy. 
It is a terrific burden on business 
as a whole. It is even a burden 
on the consumer, because the con- 
sumer eventually stands all losses. 
Hardware manufacturers and 
wholesalers are immediately con- 
cerned with the welfare of inde- 
pendent hardware dealers and, ac- 
cordingly, it behooves them to 
assist hardware merchants. 

Too many merchants over-stock 
slow-moving items. Others make 
the more serious mistake of buy- 
ing staple items in such small 
quantities that they are obliged to 
reorder these items every few days. 
This is expensive for retail dealers. 
When merchants buy staple items 
in too small a quantity they will, 
too often. overlook reordering. 

(Continued on page 80) 
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a CLEAN Up 
“i DIC-A'DOO 


PROMOTION S” 


ALL surveys show DIC-A-DOO leads in 
sales of paint cleaner! National Adver- 
tising reaching over five million families 
in the spring issues of McCALL’S and 
BETTER HOMES AND GARDENS 
makes sales EASY. Protected Profit under 
“Fair Trade”’ Laws makes real money for 
you! Stock BOTH Regular Dic-A-Doo 


(powdered) for-big-area cleaning .. . 


Prepared Dic-A-Doo (ready-mixed) for 


all-year use ... and double your sales! 


Watch SUNSEAL sell! New, scientific, 
chemical-type cleaner, used by industry. 
Economical, almost workless—for walls, 
ceilings and general household cleaning. 
Sunseal is as harmless to hands as famous 
Dic-A-Doo! Two sizes ... 11 oz. and 


114 Ib. packages. Lists uses and directions. 


The Patent Cereals Company 
Geneva, New York 


75c PREMIUM for 25c¢ 
Vivid Counter Display Free! 

Simeon L. & George H. Rogers 

Pierced Pastry Server for only 


25c¢ and coupon from any DIC- 
A-DOO or SUNSEAL Package. 


Bath with 1 case SUNSEAL Cleaner 


Pro! doe. 5 eudidaen Dic-A-Doo — | 





Vivid SUNSEAL Counter Display — FREE! 


2 doz. Sunseal Cleaner, 1 doz. Dic-A-Doo Brush Bath, 
2 doz. samples Sunseal. 


Companion-tools every painter 
—professional or amateur — needs! Stock the NEW 10c 
size DIC-A-DOO Brush Bath /% Ib. box. . . Economical, 
handy form of DIC-A-DOO Brush Bath! 
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ADVANCES 


BX armored cable. 


Some household scales. 


Some makes, types hatchets. Hickory handles. 


Some nail and other pattern hammers. 


Picks. Sledges. 
Some trolleys. 


Wedges. 


Some electric hoists. 


Scoops. 


Some chain hoists. 


Some hatchets. 


Some poultry feeders, fountains. Dinnerware. 


Some pumps, accessories. 
Key blanks. 
Some gas ranges. 
Hay knives. 
Some types work gloves. 
Wire brads. Shellac. Linseed oil. 
Wood screws. 


Some clocks. 

Some barn, garage door hardware. 
Swing-spout sink faucets. 
Steel pipe. Galv. range boilers. 
Shovels. Spades. 
Lead oxides. 
Lead. Some lead products. 





Clocks—Some clock manufac- 
turers advanced prices on some items, 
as of March 10, about 5 per cent. Most 
of the changes were in lower priced 
numbers. 

. * 7 


Dinnerware Dinnerware 

prices were advanced, by leading mak- 

ers, approximately 10 per cent on March 

1, chiefly because of higher labor costs. 
7 . * 

Key blanks—Key blank prices 
were increased about 20 per cent, as 
of March 3, by leading makers. 

. * * 

Butts, hinges—Some butt and 
hinge manufacturers have withdrawn 
prices, and advances are expected when 
new sheets are issued. 

> * 7 
Barn, garage door hardware 
-Advances of from 5 to 7% per cent 
have been announced by some makers 
of barn and garage door hardware. 
> > 7 

Swing-spout sink faucets— 
Increases of about 5 per cent have been 
announced on swing-spout sink faucets. 


Hay knives—As of March 1 
prices on hay knives were advanced 
from 5 to 7% per cent. 
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Post hole diggers, augers— 
Price advances are expected on post 
hole diggers and augers. 

* * « 

Gas ranges—Prices of several 
leading makes of gas ranges have been 
advanced approximately 5 per cent, 
chiefly because of higher labor costs. 





ADVANCES 
EXPECTED 


Post hole diggers, augers. 





Household scales—One line of 
household scales was recently advanced 
about 5 per cent. 

* * * 

Hatchets—Prices were recently 
advanced from 5 to 10 per cent on some 
makes and types of hatchets. 


* * . 


Axes—Some manufacturers, as 
of March 1, advanced handled axes 50 
cents per dozen. 
+ * . 
Hickory handles — Advances 
have been announced by some hickory 
handle manufacturers. 





Hammers—Advances of about 
5 per cent were made, March 1, on some 
nail hammers. Advances of from 5 to 
10 per cent were made on other pat- 
terns of hammers. 


* + . 


Heavy forged tools—Some 
manufacturers of picks, sledges and 
wedges advanced prices 5 per cent, or 
more, as of March 1. 

* * * 


Chain hoists—One manufac- 
turer advanced prices on its two and 
three-ton differential hoists about 50 
per cent. 

* . ” 

Trolleys—Prices on _ several 
types of trolleys, made by one manu- 
facturer, were recently advanced about 
5 per cent. 

* * 7 

Electric hoists—On March 10, 
one manufacturer of electric hoists, ad- 
vanced prices approximately 10 per cent. 


Poultry feeders, fountains— 
Leading manufacturers have advanced 
prices on some numbers of poultry feed- 
ers and fountains from 5 to 10 per cent. 


* * * 


Pumps, accessories — Whole- 
salers were advised of an advance of 
about 5 per cent on pumps and acces- 
sories, as of March 1. There is pos- 
sibility of later advances because of the 
difficulty in obtaining brass and because 
of increasing costs. 


* * . 


Cap set, machine screws— 
Prices are very firm. Some manufac- 
turers have withdrawn quotations. Man- 
ufacturers are loaded with business, 
delivery promises being 6 weeks or 
longer on new orders now being placed. 





PRICES 
REAFFIRMED 


Binder twine. 
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SENSATIONAL NEW DU PONT 
COLOR SECTOR... 


another sales tool 
that helps Du Pont 
dealers sell 


more paint / 


tia ¢ 
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GET MORE PAINTER BUSINESS! 


New Du Pont Painter Color Selector—A great Sales Help 
for painters ! Here’s an exclusive, sure-fire way to get 
more painter business! The 1941 Painter Color Selector 
is designed to help painters sell their customers, just as 
the Styling Guide helps you. Transparent pictures of 
rooms and houses in many styles show more than 1300 
color combinations! It eliminates brushouts, saves time 
selecting color schemes, and helps make up customers’ 
minds quickly! Ask us for full information. 


ERE’S one of the most in- 

genious sales helps ever 
devised. The Du Pont Dealer Color 
Selector is a big book that shows 
your customer how their paint jobs 
will look beforehand. 

First, it contains Jarge 9” x 12” 
painted sheets which show the 
colors you stock. You don’t have to 
depend on small color-card chips. 

Here’s the big news! Large, nat- 
ural-color photographs are printed 
on transparent Pyralin with paint- 
able surfaces left transparent. When 
one of these transparent sheets is 
held over a color page, the color 
shows through the design. Th=: 
the customer sees exactly how her 
room or house will look in any 
color she picks. 

Du Pont dealers everywhere are 
shouting their praises of the New 
Color Selector. It’s a great sales 
help—typical of the extras Du Pont 
offers its dealers. 


—— os 
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E. I. du Pont de Nemours & Co. (Inc.) 


Finishes Div., Dept. HA-31, Wilmington, Del. 
4 Gentlemen: Please see that I get full information 
YHte about the new Du Pont Color Selectors. 


DUCO + DULUX 


Reg. U.S. Pat. OF Reg. U.S. Pat. OF 


PAINTS - VARNISHES 
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Galvanized kitchen ware 
Galvanized kitchen ware makers are 
greatly concerned about their ability to 
continue deliveries, due to spelter scar 
city. There have been very few price 
changes since early January. 


BX Cable—As of March 1 lead 
ing makers of armored BX cable ad 
vanced prices for all sizes, and in all 
zones. The rate of increase on 14-2 


y On other sizes 


was about 74 per cent. 
the advance varied from 9 to 15 per 
cent. 
* > * 
Night latches, dead locks 

Prices on night latches and dead locks 
were withdrawn recently by several 
makers. Advances are expected. Lock 
makers are having much difficulty ob- 
taining certain materials, with slow de- 
liveries resulting. 


. . . 


Steel pipe—Among important 
galvanized items which have shown only 
slight price advances, is steel pipe for 
water, gas and gasoline lines. The 
demand for steel pipe has increased 
largely in recent months, to equip the 
new army cantonments and air fields 


throughout the country. Further price 
advances may come as well as slower 
deliveries. 


* > * 


Galv. range  boilers—Price 


schedules issued recently by leading 


makers on galvanized range boilers 
showed advances of 5 per cent on 30 
gallon; 12% per cent on 40-gallon and 
10 per cent on 52-gallon size and larger. 
Shipments of range boilers this year 
are well ahead of a year ago, January 


totals reaching 82,928 units, as com 





pared with 77,534 units for the same 
month in 1940. 
7 * . 

Work gloves—On March 10 
one maker extended its Jan. 15, 1940, 
price schedule (with exceptions) for 
prompt new orders, for delivery up to 
Sept. 1, 1941. Adjustments include 
increases of about 10 cents per dozen 
on rubberized gloves, and ranging up to 
25 cents on the better grade leather 
palm numbers. Adjustments on the 
popular canvas gloves are few and 
slight. 

a * . 

Shovels, spades, scoops 
Prices have been advanced about 4 per 
cent by some makers of shovels, spades 
and scoops. Lists on hollow back scoops 
were advanced 60 cents per dozen. On 
other types of scoops and on shovels 
and spades the advances averaged about 
$1.00 per dozen. 


* * * 

Nails, Wire, ete.—Wire brads 
were marked up about 5 per cent this 
month by some makers. February book- 
ings of nails, wire, fencing and other 
merchant wire products ran somewhat 
above the large January volume. Be- 
cause of the insistence of mills that 
deferred shipments must take prices 
ruling at time of delivery, the wire 
mills have thus far held their future 
commitments to approximately 8 to 10 
weeks’ production. 

% a * 

Wire screen cloth—Prices are 
firm on wire screen cloth. Discounts to 
the retailer, offered on leading makes, 
are 50 per cent from lists on steel cloth, 
and 47 per cent on bronze or copper. 
Freight equalization is again being ap- 





Aluminum Household Goods’ 


Fears have been expressed by wholesale and retail hardware 
firms as to availability of aluminum cooking utensils. In answer to 
a request from HARDWARE AGE, an executive of a leading man- 
ufacturer of aluminum cooking utensils sent a summary of the 
situation. He says, “Up until Feb. 24, the producers of aluminum 
ingot were on a voluntary priority basis. On that date the govern- 
ment placed aluminum producers on a mandatory priority basis 


until May 31, 1941. 


“Consequently, manufacturers of aluminum cooking utensils 


are not securing metal for adequate production. 


While we are 


still shipping from our inventories we are not in a position to 


properly replace merchandise as it becomes depleted. 


It appears 


that the aluminum ware stock in the majority of hardware stores 
is fairly well rounded out, and from the consumer angle the same 


acute shortage does not yet exist. 


The demands for aluminum are affecting the production of 
vacuum bottles. Patterns chiefly affected are those made with alumi- 
num cap and shoulder. E. R. Stettinius, Jr., director of priorities, has 
asked the mechanical refrigerator industry to reduce the number 


of aluminum ice trays furnished domestic users. 


He estimated 


that about 800,000 lbs. of aluminum a month could be saved. Cutlery 
items having aluminum in their makeup are becoming more difficult 


to obtain. 


As HARDWARE AGE goes to press a conference on Aluminum 
is in progress in Washington which may have drastic results for 


the industry. 
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PRICES 
WITHDRAWN 


Some night latches, dead locks. 
Cap, set, machine screws. 
Some butts, hinges. 

Soft fiber twine. 





plied. The equivalent of 50 per cem 
discount on 12 mesh black cloth is a 
net basis of $1.80 per 100 square feet, 
and on 16 mesh galvanized screen cloth, 
$2.50 per 100 square feet. 


* * * 


Paint lines—Late in February 
an advance was made of 10 cents per 
gallon on shellac, and another increase 
of 1% cents per gallon was effective 
March 6 on linseed oil. Following the 
March 3 rise of $2.00 per ton in pig 
lead, leading manufacturers of lead ox 
ides also announced an advance. Lith- 
arge is up 25 cents per 100 pounds in 
small lots, and 10 cents in 20 ton lots. 
Dry red lead was also advanced on a 
similar basis. Orange mineral is now 
quoted 25 cents per 100 pounds higher. 
Total January sales of paint, varnish, 
lacquer and fillers, as reported by 579 
manufacturers, reached $33,408,339, as 


‘compared with $27,665,272 in January, 


1940. 
* = * 

Screws, bolts, etc.—Makers of 
bolts and screw products are falling stil! 
further behind in their effort to keep 
up with orders. Some makers advanced 
wood screw prices as of March 4. Typi- 
cal changes in base discounts were as 
follows: 


F.H. Bright—47%%, formerly 52%%. 
R.H. Blued—42%%, formerly 47144%. 
F.H. Brass—67144%, formerly 70%. 
R.H. Brass—65%, formerly 674%4%. 


One manufacturer has advised the 
trade that because of unprecedented 
orders, coupled with government priori- 
ties “orders are being placed on file in 
the order of their receipt, and entered 
as rapidly as possible. Upon entering 
the order our acknowledgement will be 
sent you showing items that can be 
shipped from stock, and the approxi- 
mate promise date for each classifica- 


“ 


tion of the balance.” 
* * 7 

Lead—On March 3 a mark-up 
of 10 cents per 100 pounds was placed 
in effect on pig lead, bringing the 
wholesale basis, f.o.b. New York, to 
$5.75 per 100 pounds—almost equal to 
the 1940 high of $5.80 reached last 
november. Following the pig lead ad- 
vance, National Lead Co., on March 3, 
raised its prices 10 cents per 100 
pounds on lead sheets, and lessened 
the discount on lead traps and bends 5 
points, equivalent to about a 7 per cent 


advance. No change was made on lead 





HARDWARE AGE 














55 ONE = GATT | 


Featuring’ 30 
selling qashlights i 
69¢ and (less cells): plus 
proof patterte epartment fix- ay Ve 
gure in ythogroPh meta yOu 
N- Flashlis ssontm ncludes Ph ay — 
qashligh cases i" styles wi’ fam, hut aD > i ~ 
ot (pat pocket wer ee pi fis fils (BE fe 
mbin d y YOUR = 












Rav ON ac’s sensational 1941 line includes 12 new 
Vights and met chandising gids for 
every retailing . 








pe sy pig 
cisc 
°o 





MARC 
RCH 20, 1941 








pipe. Lead shot was raised 5 cents per 
25 pound bag, and one cent per 5 pound 
bag. Magnolia Metal Co., on March 3, 
raised its distributors’ prices on Mag- 
nolia Anti-Friction Metal %4 cent per 
pound, and its consumer prices 2 cent. 


7 * * 


Manila and sisal rope—There 
has been much guessing as to the pos- 
sible effect of the international situation 
upon rope and twine prices. Manila 
fibre costs have shown only slight in- 
crease, but transportation and _ insur- 
ance from the Far East have been un- 
settled and the rates “jumpy.” Leading 
makers announced, on March 3, the 
same opening prices on binder twine 
as in effect for the 1940 season. All 
withdrawn by 
some manufacturers on soft fibre twines, 


prices were recently 


including Indias, jutes, and hemps. 
These products are sensitive to the risks 
of the long haul on these materials, 
from southern Asia. 


* * . 


More Mandatory Priorities— 
As expected, government controls are 
becoming more and more manifest, with 
nickel and synthetic rubber recently 
added to the list of articles under 
mandatory priority for the defense pro- 
Previous restrictions covered 
aluminum, magnesium and machine 
tools. The addition of nickel to 


priority rulings immediately and seri- 


gram. 


ously touches stainless steel—a real set- 
back to the growing expansion in the 
use of stainless steel for industrial and 
household uses. 

With the zinc situation daily more 
acute, business is being declined or 
long-deferred deliveries are offered on 
The United 


States Government is reported seriously 


most galvanized products. 


considering curtailment of the making 
of some galvanized products. 

Mandatory priorities are not even 
being considered for steel products gen- 
erally, although preference ratings is- 
sued by the Army and Navy Munitions 
Board entitle the holders to special 
consideration on deliveries, reports The 
Tron Age, in its March 13 issue. A 
survey of normal deliveries on major 
steel products reveals that the longest 
promises are on lighter gages of hot 
rolled annealed sheets, in which an- 
nealing and pickling facilities are the 
choke point rather than rolling capacity. 
Normal deliveries on various products, 
as reported by principal producers are 
two or more months. Meanwhile, steel 
production is being pushed upward 
close to its practical limit. The Cleve- 
land-Lorain district has attained a rate 
of 100 per cent, making eight districts 
of 13 operating at this rate or higher, 
while others, with one exception, are 
between 95 and 99 per cent. 
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Electrical appliances — Total 
sales of household electric refrigerators 
during January, 1941, was 363,558 units, 
an increase of 60 per cent above the 
January, 1940, total. Sales of washing 
machines in January totaled 133,411 
units, the highest figure ever recorded 
for the month and a gain of 11.9 per 
cent over the 119,228 sold in January, 
1940, according to industry compilations. 
Ironer sales were also at a new January 
high, with 20,986 units sold, compared 
with 10,373 in January, 1940. Sales of 
vacuum cleaners in January totaled 147,- 
585 units, a gain of 22.6 per cent over 
the month of 1940. 

- * * 

General Electric sales—Pre- 

liminary results of General Electric Co., 


operations for the year 1940 were an- 
nounced recently by President Charles 
E. Wilson following a meeting of the 
board of directors of the company. Net 
sales billed amounted to $411,938,000, 
compared with $304,680,000 for 1939, 
an increase of 35 per cent. As an- 
nounced in January, orders received in 
1940 amounted to $654,190,000 a record 
high figure, and were equivalent to an 
increase of 81 per cent over the orders 
received in 1939. 
. * * 

Devoe & Raynolds sales — 
Sales of Devoe & Raynolds Co., Inc., 
New York City, manufacturers of paint, 
etc., increased 23.6 per cent during the 
first two months of the fiscal year, as 

(Continued on page 85) 

















“SO A CHAIN IS ONLY AS STRONG AS (TS WEAKEST UNK—— 
WELL IM WAITING MR, FEATHER BUNNY ” 


THE ORIGINAL DRAWING OF THIS CARTOON (size 12 x 13 in.), 
suitably mounted for use in window or other hardware store displays is 
available and will be sent, without charge, to the first reader sending 5 
cents postage to cover mailing costs. Ask for HARDWARE AGE CAR- 
TOON NO. 9 and send your request to Cartoon Editor, HARDWARE 
AGE, 100 East 42nd St., New York City. The next 100 requests received 
will bring an attractive offset reproduction of the complete original 
drawing, equally suitable for window or interior display. (Size 13 x 13 in.) 
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VISES J 
® The Columbian Line of Vises offers a complete selection of NATI ON Ve DEFENSE 


equipment for Homeshop, Automotive, Industrial and School 
Shop requirements. Distributors throughout the country i shine tina ih te che 
carry a complete stock of popular types and sizes. 





responsibility of every manu- 











SQUARE rome bas | 
REMOVABLE HARDENED BRA Lance squne facturer, jobber, dealer, a 
L JAW FACES STEEL y ae 
CUTOFF individual to support the 
COLD ROLLED TOOL National Defense Program. 


STEEL SCREW AND 
HANDLE 









Within the limits of this 
responsibility our first job is 
Stole abba abt-) ol-t- tat} ¢- Conde) a ae-i-) aa lol-) 
at fair prices for regular 
Columbian customers. Up to 


now we have met all de- 
SUPPORTED 
ANVIL BACK 
AND HORN 


baat bake t-te) aa at-Wat-tachi7-ta-mou-(el-e 
as well as the requirements 
of the National Defense Pro- 


ep a- baal ce) a Oo) Cb baat o)t- bale bt-1-.-e 





FORGED 
eareel e) ducti ity | 
LL ENDS 1b} alm ©) hole b 0 Lone top atm er-yer- ten! 1as 
positive INTERLOCKING SMIVEL_ BASE ‘ a 
LOCKING PIPE JAWS WITH POSITIVE LOCK been greatly increased and 
COLLAR GROUP OF THREE we will continue doing every- 
The ‘GROUP OF THREE” Homeshop Vises give dealers a range of popular iD abbatc mb batmohbe aii oleh'1-) ak combaat-bbet 
2 ” 1 ” as : : 
sizes (3’’, 314", and 4” jaw widths) to meet the demands of the retail trade. tain satisfac‘ory service. 


Finished in bright ‘Columbian Red” enamel with polished jaws and anvil, 


in attractive display cartons. . ce. 
i owe abt ndal-saibbat-ibba-Molebam-Vopebaa tz 





RED ARROW Columbian RED ARROW “Homeshop” to serve every customer who 


Vises help dealers meet the demand for 
vises in a low price field. Three swivel 
base sizes—3"', 314", and 4” jaw £ 
widths. Stationary base model in popular Vise, we have decided not to 

size only 


robe t-ba-Me- Wa a- bate t-bac Ml Ores bbb eal obt-bal 
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at this time. 






WOODCRAFT goa 


This is not the easiest decision, 
but we believe it is sound 


from every point of view and 


CLAMP BASE 


Columbian CLAMP-BASE An ideal woodworking vise we are confident, therefore 
—— erm 9 with —. ior the homeshop bench. . ‘ 
ately machined and polished ose-grained castings with +4: * 

jaws, built-in pipe jaws and holes for attaching wood t h at our posi tion wi 1] 6) e 


faces. Mounts on any bench 


steel guide rods. Finished in 
upto2!».” without mortising. 


“Columbian Red’ enamel, 
asillustrated, and packed in 
attractive cartons. Three 
standard sizes — 2'’, 2! 
and 3” jaw widths. 


bb ate l-bu-j delete Mt- bale Mb a-\-) o\-loh do 
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015 BESSEMER AVE CLEVELAND, 
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National Hardware 


Open House 


Here’s What Some of the Manufacturers Are 
Doing for the Spring Event, May 1-10 


Burgess Battery Co., 
Freeport, IIl. 


Features a “three-way” display 
in its flashlight special, including 
special display material for window. 
door, and counter. The merchandise 
offer is a chromium, streamlined 
flashlight with all-steel case, plastic 


BURGESS 


seerer nh) me Ree 


Pigteere ' 


clic] Bs. 


The “Super-Dreadnaught” which 
retails at 79 cents complete with 
batteries. 


lens, and pre-focused beam to retail 
at 79 cents complete with batteries. 
This flashlight, the “Super-Dread- 
naught” is available in Deal No. 
6P2 consisting of six of the same 
flashlight cases packed in colorful 
twin displays of three each and 50 
Burgess No. 2 “Uni-Cels.” 


National Enameling 
and Stamping Co., 
Milwaukee, Wis. 


Is making available various mer- 
chandise and deals for Open House 
promotion. The new 24-qt. bail 
handle waste basket, No. 6244 has 
well turned beads over heavy rein- 
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forcing wire. Lithographed in solid 
red with ivory interior and contrast- 
ing black stripe. Packed six to a 
carton. 

The 14-qt. step-on can with rust 


Nesco’s 24-qt. bail handle 
waste basket. 


resisting alloy inset is lithographed 
in solid white, red, blue or green; 
standard ivory lining (except white) 
with contrasting ivory stripe on top 








i thine 
og gh hha” 


ae 


and bottom bead; one-piece shell; 
braced lifting mechanism. Packed 
six to carton. 

The No. 12, 10-cent profit builder 
packages consists of 96 household 


Nésco’s 14-qt. step-on can with 
rust-resisting alloy inset. 


necessities (12 different items) plus 
a 20 gallon garbage can. The items 
included are a standard dust pan, 4 
sided grater. 2-qt. funnel, 11-in. 


Nesco’s “Sales Builder” assortment. 
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ATKINS PUTS TEETH 


@ Tools play an indispensable part in 
National Re-Armament—as vital as the ships and shells, 
the trucks and tanks, barracks and bridges, grenades 
and guns they make possible. And the basic tools are 
still those which cut—the knife, and that multiple knife, 
the saw. Most jobs begin with cutting off material 
to be used, and nearly all jobs at some stage employ 
cutting, shaving, grinding. 


. ATKINS AND COMPANY 


The part played in speeding the defense program by 
Atkins Saws, Files and Knives is all the more important 
because of unequalled performance in many plants 
and shops by recent exclusive Atkins developments— 
the Clearance Grind for Circular Saws—the Curled- 
Chip System of Metal Cutting by Circular Milling Saws, 
Segmental Cold Saws and Powersaw Blades. Write 
for latest data on lowest cost per cut by Atkins. 


410 South Illinois Street, Indianapolis, Indiana 


ATKINS SAWS 
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The No. 12 Nesco assortment—96 items packed in the garbage can. 


wash bowl, 1 qt. measure, upside- 
down cake pan, 3-cup sifter, 954 in. 
deep loaf pan, 6 in. fry pan, 11°4 
in. oblong pan, 9 in. square cake 
pan, and 3-qt. pudding pan all 
packed inside the garbage can. 
Shipping weight, 48 lbs. 


The No. 7300 “Sales Builder” as- 
sortment consists of 14-doz. No. 7331 
kitchenette bread boxes, 14-doz. No. 
7311 roll top bread boxes, 44-doz. 
No. 7330 four-piece canister sets, 
and 14-doz. No. 7320 cake cover sets 
in the “Flower Basket” design. 








Knapp-Monarch Co., 
St. Louis, Mo. 


For a limited time is offering the 
“Tel-A-Matic” electric iron and the 
“Gad-A-Bout” travel iron combined 
in one special package for a list 
price of $8.95, the regula: price of 
the “Tel-A-Matic” alone. The “Gad- 
A-Bout,” included in this special 
combination deal at no cost either to 
the dealer or his customer, is an 
electric iron for travelers, with an 
embedded element got maximum ef- 
ficiency. Walnut handle divides the 
center and folds flat for easy pack- 
ing. It regularly lists at $3.95. The 
“Tel-A-Matic” is a full-size 1,000- 
watt electric iron with moulded plas- 
tic handle, plastic temperature 
control adjustable to any fabric, 
heavy chromium plate, and _ the 
“Dur-A-Life” embedded heating ele- 
ment. 


The K-M “Tel-A-Matic” and “Gad- 

A-Bout” in a special deal to list 

at $8.95. The latter iron thus is 
free to dealer and consumer. 
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The Patterson-Sargent 
Co., Cleveland, Ohio 


Offers a special “Super-Spar” 
varnish deal consisting of 50 cans 
divided as follows: 8, 1’s, 8, 4's, 12, 
14’s and 12, 1%4’s. Dealers may pur- 
chase as many deals as desired. The 
company states that this deal is not 
to be stocked by the dealer except 
for the Open House sales period. 
With each full deal amounting to a 
total of 1614 gal., 500 circulars are 
offered free. For each additional 
gallon placed on the original order, 
an additional 25 circulars will be 
available. Two mats will also be 
supplied, one, l-column 8 in. and the 
other two-column 6 in. 


Winchester Repeating 
Arms Co., Division West- 
ern Cartridge Co., 

New Haven, Conn. 


Suggests its new all-brass stand- 
ard two-cell focusing spotlight, re- 
taining for 59 cents complete with 
batteries. Spotlight is a two-tone 
effect, case being of solid drawn 
brass with nickel plating, and fitting 
of highly polished brass for contrast. 
Features of light are a two-position, 
lock-off and lock-on switch, genuine 
Mazda No. 714 lamps, and adapta- 
tion for use as a candlelight. This 


National Hardware 
Open House 





new No. 5411 light is offered only 
in display deal No. 29 which in- 
cludes six of the lights and 48 


Winchester’s new spotlight and 
counter display. 


standard No. 1511 “Hi-Power” super 
seal unit cells. Each deal includes a 
colorful, ladder-type counter display. 


Bond Electric Corp., Div., 
Western Cartridge Co., 
New Haven, Conn. 


Suggests its new flashlight deal 
display which features a new spot- 
light. This is a standard two-cell 
focusing spotlight of solid drawn 
brass in two-tone effect. Sells, com- 
plete with standard unit cells at 59 
cents. Solid brass barrel is nickel- 
plated while lens cap, base cap, and 
lock-on, lock-off switch are of pol- 
ished brass. The light has a polished 
reflector, is furnished with a Mazda 
No. 714 lamp and has the extra 
candlelight feature. Offered only in 
the No. 2 deal display consisting of 
six of the light packed with a three- 
color counter ladder-type display 
and one carton of No. 102 standard 
“Super-Power Safety Seal” unit cells. 


Bond spotlight and display deal. 


HARDWARE AGE 
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. 39 DOG CHAIN ASSORTMENT 


UTILITY LOG CHAIN 


Spring MAY 1-10th 
OPEN HOUSE r 
SPECIALS: 


The REEL-SALESMAN keeps CLEVELAND 
CHAIN out front—reminds customers of their 
needs and enables them to examine the mer- 
chandise. Build your Open House chain 
profits around the fast selling CLEVELAND 
specials shown here. Every CLEVELAND 
product is backed by over seventy years of 
manufacturing experience. This experience 
is your guarantee of complete satisfaction. 


IT PAYS TO SELL CLEVELAND! 
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BUCKEYE PATTERN CHAIN 
250 Ft. Carton 


Your Jobber Can Supply You DR 
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National Stamping & 
Electric Works, 


Chicago, II1. 


Offer an Open House deal in- 
cluding a waffle iron with cast alu- 
minum no-stick grids, heat indicator. 
and cord, together with an eight-cup 


Waffle iron and coffee maker in 
“White Cross” Open House deal. 


wide neck coffee maker complete 
with decanter cover and top cover. 
Dealer’s cost is $4.00 for the dealer 
and sells it for $5.95. Regular retail 
value is $7.70. 


The Boss Mtg. Co., 
Kewanee, III. 


Announces a colorful free display 
container packed with an assortment 
of canvas flanel gloves, containing 


Open House glove assortment to 
retail at 10, 15, and 20 cents 
per pair. 


12 each of three-popular-priced num- 
bers to retail at 10, 15, and 20 cents 


per pair. Display container is in 


80 


National Hardware 
Open House 





official Open House colors. Dealer 
need only open the box, display it. 
and refill container as gloves are 


sold. 


General Electric Co., 
Bridgeport, Conn. 


Is featuring kitchen and alarm 
clock models, Nos. 2HX-12 and 
7HX-128, respectively. The com- 
pany is also offering window and 
counter displays, envelopes stuffer— 
a two-page leaflet featuring the spe- 
cial models—and half-tone electros 
and line mats available in two sizes, 


GENERAL ELECTRIC 
Kitchen Clocks 


G-E “Open House” kitchen clock. 


GENERAL \ ELECTRIC 


Alarm Clocks 


G-E “Open House” alarm clock. 


134 in. wide and 2%4 in. wide. Line 
mats are available in one size only. 
2% in. wide only. 


Union Hardware Co., 
Torrington, Conn. 

Has two Open House Specials; the 
new “Red Devil” roller skate and the 


matched tackle set. The skate is in 
a new translucent red, nickel finish 


with streamlined toe clamps, double 
ball-bearing wheels. Packed in at- 
tractive blue and red display box. 
The tackle set consists of two rods 
for the price of one, a 84% ft. fly rod 
and a 5 ft. casting rod, matched and 
balanced and made of seamless 
tubular steel. 


Proctor Electric Co., 
Philadelphia, Pa. 


Has devised a trade-in deal where- 
by consumers are allowed $2.00 for 
their old irons, the trade-in allow- 


The “Challenger” iron sold on a 
$2.00 trade-in basis. 


ance being paid by the company. 
With this special offer the company 
is also making available a complete 
promotional kit including a window 
poster, newspaper ads, trade-in 
checks and sales tags, counter litera- 
ture, and a counter merchandiser- 
display, free with order. 


Keep Ample Stocks 


(Continued from page 68) 
When a customer wants to buy 
such items, which should be on 
hand, the merchant is obliged to 
say, “I am sorry, but I am just 
out of it.” When a customer has 
had that experience at the same 
store several times, he will prob- 
ably go to a competitor the next 
time he wants to buy something in 
the hardware line. Such experi- 
ences disappoint the customer, 
create a bad impression and de- 
stroy confidence in the merchant's 
ability to properly operate his 
business. 

Did you ever know of a hard- 
ware merchant who did a success- 
ful business on a “hand-to-mouth” 
buying basis? 

With the heavier demand for 
steel, tools and other hardware 
items due to the defense program, 
factories are slower in making de- 
liveries. Therefore, it seems wise 
for hardware merchants to carry 
heavier stocks than they would 
under .normal conditions. 


HARDWARE AGE 




















BEFORE—He used to sell rope the diffi- 
cult way— dragging it along the dusty 
floor to measure it. It inconvenienced 
other customers, perhaps was not pre- 
cisely measured. Then he had to find 
an axe or hatchet or knife to cut it off. 
(Time of selling 10 to 15 minutes.) 
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AFTER—The Modern Way to Sell Rope! With automatic measuring 
meter on back. with sharp steel knife attached to frame, ihe 
Plymouth “Sales-Maker” provides clean rope, accurately measured, 
quickly serviced. (Time of selling 2 to 4 minutes.) 


¢ Don't overlook this important fea- 
ture—you have an extra “salesman,” 
on your floor all the time. He works 
without salary but constantly reminds 


all yourcustomersoftheir Ropeneeds! 


If you are a Plymouth Dealer your 
jobber will suppy a Plymouth Sales- 
Maker for your store for $7.50, which 
is just half the cost to Plymouth in 
large quantity lots. Don’t miss this 


opportunity to increase your rope 
sales... and profits! 

YOU CAN’T LOSE! Ask your job- 
ber’s salesman for further informa- 


tion or send coupon below. 


PLYMOUTH CORDAGE COMPANY 


North Plymouth, Massachusetts 
Division Offices: New York, Chicago, San Francisco 
Warehouse Stocks: New York, Boston, Baltimore, 


Philadelphia, Cleveland, Chicago, Houston, San Francisco 


The automatic rope meter 
on back of Plymouth Sales- 
Maker. which measures all 
sizes of rope automatic- 
ally, accurately, quickly. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth. Massachusetts 


Please send full information about the 
Plymouth “Sales-Maker.” 


NAME_ 


PLYMOUTH 


THE Kope YOU CAN TRUST 


STREET 
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mayor of a city of 30,000 people, and 
managing a hardware store would seem to be a two 
man job, but Mayor Bruleigh E. Hanning of Belling- 
ham, Wash., occupies both of these positions to the 
complete satisfaction of Bellingham residents. Mayor 
Hanning operates Hanning’s Hardware, one of the bus- 
iest retail hardware stores in Whatcom County. But, 
in between selling radios and washing machines and 
paring knives and fish-hooks, Mr. Hanning finds time 
to be an efficient mayor, which includes such things 
as presenting certificates of award to these successful 
contestants in a Good Drivers League contest. Mayor 
Hanning is shown at the left in the illustration at the 
time he presented a certificate of award, in connection 
with the Edsel Ford Good Drivers League Contest. With 
him are John Sonneland, runner-up; Joe Gilbert, win- 
ner, and W. C. Patterson, Pacific northwest manager 
for Ford Motor Co. The presentation was made in front 
of the Bellingham city hall. Mayor Hanning has served 
in that capacity since 1934 and his fourth term will 
expire Dec. 31, 1941 








George W. Eddy, who operates hardware stores in Frenchtown and Clinton 
both in New Jersey, is enthusiastic about hunting and aviation and pilots air- 
planes on pleasure and business trips. He is a licensed, pilot and although he 
does not, at the present time. have his own airplane he did operate his own 
machine for several years. So enthusiastic about flying is Mr. Eddy that the 
day after his own plane cracked up he started flying in rented airplanes. The 
plane he owned and operated from 1933 until 1937 was in perfect running 
order at the time of the crash but unfavorable weather forced him to land in 
a field with too many trees, his machine being wrecked as the result. Since 
1933 he has piloted his own plane and rented others for a-total of more than 
450 hours. When he owned his own machine he averaged about 150 hours in 
the air but now averages less than 40 hours a year. He is pictured, about to 
take off in the plane he owned 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS. WHOLESALERS. MANUFACTURERS AND THEIR SALESMEN. 
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Consumer Demand Requires 
Ample Stocks Of SuperX 





ee ee eee 
aba oniielemnelannel BaD 





ee LL 


Boe BS BO nities 


2a RCA ee 


* QS SROABGCARAAR © 
ee te | ee 
' 4 2° 3S BR ARR 


OSes : 
TTS Aa .. 


Place Your 
Order Now! 


ORE and more, consumers of 

shot shells and metallic 
cartridges are calling for the 
WESTERN brands by name— 
SUPER-X or XPERT. 


This specific demand for 
WESTERN makes it important 
that you maintain an ample stock 
of SUPER-X and XPERT, thus 
avoiding the loss of sales during 
the coming months. 


Shooters insist on WESTERN ad- 
vantages: greater power and speed 
—short shot string—holeproof 
patterns— greater uniformity—de- 
pending upon the use for which 
the cartridge or shot shell is in- 
tended. 


Be in position to make these 
profitable sales by fully anticipat- 
ing your requirements and order- 


ing now from the WESTERN job- 


ber near you. 


WESTERN CARTRIDGE CO. 
Dept. C-55, East Alton, IIL. 


FREE— SALES AID BOOKLET 


Let us mail you a copy of the 
Western SALES AID BOOKLET in 
which the many free WESTERN 
sales helps are illustrated and 
described. Leaflets, newspaper ads, 
window transfers, cartridge and 
shot shell stickers, window trim sug- 
gestions, etc. A post card brings it. 


WORLD CHAMPION AMMUNITION 


(TIC j S and 


CARTRIDGES AND SHOTGUN SHELLS 

















Pest Shooters 
Want Super-X 


HE blasted bar of soap in this 

reproduction of the SUPER-X 
advertisement, which will appear 
in leading outdoor magazines dur- 
ing April and May, shows the 
terrific stopping power of a 
SUPER-X .22 Long Rifle hollow 
point bullet! 


No wonder so many shooters de- 
mand SUPER-X for pest and small 
game shooting! Are your stocks 
adequate for the demand? Check 
up, now, and if you haven’t plenty 
of SUPER-X .22’s with solid and 
hollow point bullets, be sure to 
include them in your order. 


Also be sure you have an ample 
stock of XPERT .22’s, in big de- 
mand for all-around shooting— 
SUPER-X long range shotshells 
—XPERT shotshells—and 
SUPER-X center-fire cartridges 
with SILVERTIP bullets. 


WESTERN CARTRIDGE CO. 
Dept. C-55, East Alton, III. 


PRINTED IN U. &. A, 


WORLD 
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There’s Selling Power In 
SuperxX Stopping Power 
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This above impressive advertise- 
ment will appear in full-page size 
in leading outdoor magazines 
during April and May — in full 
color in many of the publications. 
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‘ How’s the Hardware Business? 


(Continued from page 74) 


compared with the same period last 
Phillips, 


year, according to Elliot S. 
president of the company. 


* a” * 


Paperboard Output set a 
record in 1940, reaching about 5 1/6 
million tons against 4 4/5 million tons 
in 1939. In some sections, mills are 
still away behind on orders for building 
papers and for container and_ liner 


boards. 
* * a 


Stewart-Warner sales—Stew- 
art-Warner Corp., Chicago, IIl., and 
subsidiaries, made sales totaling $92.,- 
272,500, in 1940, as compared with $25,- 
825,829 in 1939, according to James S. 
Knowlson, chairman of the board and 
president of the company. This was an 
increase of 13 per cent. 


% x * 


Retail inventories—An __ in- 
crease of 8 per cent during 1940 in 
inventories of independent retail stores, 
in most kinds of business except de- 


partment stores, was announced recently 


by Vergil D. Reed, acting director, 


Bureau of the Census. Reports from 
16,543 stores, in 34 states, were in- 
cluded in the survey, comparing inven- 
tories as of Dec. 31, 1940, with those 
the year previous. The 8 per cent in- 
crease in inventories was accompanied 
by an increase in sales of 11 per cent 
for these independent retail stores. Re- 
ports from 1,068 independent retail 
hardware stores in 34 states showed an 
inventory increase, comparing the end 
of 1940, with Dec. 31, 1939, of 2 per 


cent. Inventories for the reporting 
hardware stores totaled $20,981,435 as 
of Dec. 31, 1940. 
1,068 independent _ retail 


Annual sales for the 
hardware 
stores totaled $65,751,416, as compared 
with $61,957,968, in 1939, or an increase 


of 6 per cent. 


Residential building gains 
Residential building in February was 
the best for any February since 1929. 
according to F. W. Dodge Corp., New 
York City. The dollar value of con 
tracts rose about 5 per cent from Jan- 
uary; normally there is a 3 per cent 
decline. Considerable stimulus has come 
from the defense housing program. Con- 
tracts for 2,288 dwelling units to be 
financed with public funds were award- 
ed during February, and a large number 
of homes for defense workers and _ their 
families were contracted for by private 
interests. Non-residential building was 
not so active, but awards were higher 
than for any corresponding month eince 
1930. 


Home laundering equipment 

The home laundering equipment in- 
dustry’s new year got off to a record- 
breaking start, both washer and ironer 
shipments in January smashing through 
to new highs and topping marks that 
had stood since 1937. Washers totaled 
133,411 compared to 121,754 in January. 
1937, and ironers aggregated 20,986 as 
against 15,894 in the same comparison 
month, increases of 9.57 and 32.03 pet 
cent respectively, according to indus- 


try-wide figures reported by Joseph R. 


Bohnen, executive secretary-treasurer. 
American Washer & I[roner Manufac 
turers’ Association. Washer shipments 
in January also exceeded 119,228, the 
total in the same month of 1940, by 
11.89 per cent and ironers topped Jan- 
uary a year before, 10,373, by 102.31 
per cent. Increased buying of washers 
and ironers in the upper price levels 
and of portable model ironers are also 
revealed. Average retail price of all 
washers shipped in the month was 
$75.64, compared to $73.75 a year be- 
fore. Shipments of table model iron- 
ers aggregated 9,135 at an average 
retail price of $80.05, compared to 
7,700 at $84.61 each a year before. 
Portable ironers totaled 11,851 at $28.44 
each, compared to 2,673 at $27.49 in 


January, 1940. 


Order backlogs —Unfilled or 
der backlogs for industry in general 
are at an all-time high and equivalent 
to over five months production at the 
current rate of output, the United Busi- 
ness Service stated in a current special 
report. In other words, orders already 
booked are sufficient to keep industry 
at virtual capacity through July. The 
service points out that unfilled orders 
have been accumulating steadily since 
May, 1940, and current backlogs are 
more than five times as heavy as those 
existing at the 1937 peak. The study 
on unfilled orders indicates clearly that 
during 1938 and early 1939 output ex- 
ceeded incoming business and manu- 
facturers were accumulating inventories. 
Currently, and during most of 1937, the 
opposite holds true with new business 
exceeding output and manufacturers in- 
ventories of their own products vir- 


tually eliminated. 





A DISPLAY OF BUILDERS’ HARDWARE THAT CAUGHT THE EYE 


With this impressively complete display the Wolverine Hardware Co., 13520 Grand 
River Ave., Detroit, Mich., made a big splash at the Detroit Builders’ Show held 
The show was attended by an overwhelming number of 
home builders and the company reports that its display proved worth the time 


in that city, Feb. 14-23. 
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and effort. 
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MILLER-TYDINGS LAW REPEAL ENDORSED 


BY HARRIET ELLIOTT, CONSUMER ADVISER, 
NATIONAL DEFENSE ADVISORY COMMISSION 


EDITOR’S NOTE:—During the past six months, Miss Harriet Elliott, Con- 
sumer Adviser for the National Defense Advisory Committee, has en- 
listed the aid of practical business men in various wholesale and retail 


fields to serve on advisory committees. 


Among these are Arthur May. 


May Hardware Co., Washington, D. C., and Thomas A. Fernley, Jr. 
National Wholesale Hardware Association, on the wholesalers’ commit- 
tee, and Horace P. Aikman, Cazenovia, N. Y., immediate past N.R.H.A. 
president, on the retailers’ committee. At press time we could not obtain 
any information regarding Mr. May's viewpoint on Miss Elliott's support 
of the proposed repeal of the Miller-Tydings law and as Mr. Fernley has 
resigned from the committee of which he was secretary we did not ask 
him. Mr. Aikman has wired us as follows: 


“The interest in the repeal of the Miller-Tydings Act is an act of Miss 
Elliott and not of the committee on which I serve. 
as well as the National Retail Hardware Association, are opposed to the 
repealing of the Miller-Tydings Act.” 


I, as an individual, 


According to the best advice we can secure, Miss Elliott has not re- 
quested the views of either the wholesalers’ or the retailers’ advisory 


committees on this action. 


Readers are urged to carefully consider the 


editorial comments on this subject, in this issue, on pages 37 and 38. 
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were made,” 
“Because of 


mendations which 
Miss Elliott wrote. 


, . 
The consumer adviser for the | their direct relationship to ci- 


National Defense Advisory Com- 
mission has gone on record in 
favor of repeal of the Miller- 
Tydings resale price maintenance 
law as a method for restoring 
“the effectiveness of the anti-trust 
laws in dealing with certain types 
of price fixing activities which 
the law now permits.” 

In endorsing repeal of the price 
maintenance statute, Miss Har- 
riet Elliott, consumer member of 
the Commission, joined hands 
with Assistant Attorney General 
Thurman Arnold, head of the Jus- 
tice Department's anti-trust divi- 
sion, who recently appeared be- 
fore the Temporary National 
Economic Committee and un- 
qualifiedly called for repeal of 
the law, thus ending three years 
of official silence on the subject. 

In a letter directed to TNEC 
Chairman Joseph C. O’Mahoney, 
Miss Elliott called repeal of the 
law necessary to deal with 
emergency situations likely to 
grow out of the defense program. 

“TI have followed with great in- 
terest the testimony and _pro- 
posals recently presented to your 
Committee, and on behalf of the 
Consumer Division of the Na- 
tional Defense Advisory Commis- 
sion I should like to add my 
support to certain of the recom- 


86 








vilian welfare under the defense 
program, I am especially inter- 
ested in the proposal to repeal 
the Miller-Tydings amendment to 
the Sherman Anti-Trust Act, and 
in the recommendations designed 
to break down certain types of 
barriers to interstate commerce 
and conspiracies to raise the cost 
of goods purchased by the Gov- 
ernment. 

“Repeal of the Miller-Tydings 
Act as proposed by the Depart- 
ment of Justice would restore the 
effectiveness of the anti-trust laws 
in dealing with certain types of 
price fixing activities which the 


law now permits. The memo- 





randum prepared in the office of 
the Assistant Attorney General 
dated February 10, 1941, setting 
forth the grounds for repeal of 
this Act, appears to me sound, 
and I strongly urge that this 
recommendation be followed. 

“IT favor also the proposal of 
the Department of Justice that 
Congress should enact a statute 
authorizing the Federal Trade 
Commission to make findings of 
fact as to whether a designated 
local ordinance or state statute 
interferes with interstate com- 
merce, and providing that such 
findings shall be accepted as 
prima facie evidence in actions 
in the Federal courts to enjoin 
the enforcement of any such stat- 
ute or ordinance. 





H. LEE MURPHY NAMED HEAD 
OF EAGLE LOCK COMPANY 


H. Lee Murphy has _ been 
elected president of the Eagle 
Lock Co., Terryville, Conn., and 
will assume office sometime be- 
fore July 1, 1941. Geo. J. Mack- 
lin and Rollin B. Plumb are vice- 
presidents and all three men are 
members of the firm’s directorate. 
Mr. Murphy, for several years, 
has been general manager of the 





Sager Lock Works and the Bar- 
rows Lock Works, North Chicago, 
Ill., which positions he has re- 
signed. Mr. Macklin was Mr. 
Murphy’s assistant in the Sager 
and Barrows organizations and 
has already moved to Terryville. 
Mr. Plumb has been associated 
with Eagle for many years. Fur- 
ther details will be available in 
our next issue. 


READ IT IN HARDWARE 
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| COL. W. F. SIEGMUND 


|Who has been appointed sales 

manager, Ammunition Division, 

Western Cartridge Co., East 
Alton, Ill. 


ee _____ 


CHANGES IN BUTLER BROS. 
SALES ORGANIZATION 
Butler Brothers, Chicago, III., 

has advanced Harry L. Good- 

bear to sales manager, succeed- 
ing Robert H. Stoddard, who 
transfers to St. Louis as sales 
manager and assistant general 
manager of the company’s branch 
in that city. Mr. Goodbear joined 
the Butler sales staff in 1936 and 
was named assistant sales man- 
ager in 1940. T. E. Skinner is 
the new assistant sales manager. 

He joined the firm in 1933 and 

became district sales manager in 

1940. 

CLAUSEN, MERCHANDISING 

MGR. FOR VITA-VAR 
Vincent Clausen has been ap- 
pointed merchandising manager 
of The Vita-Var Corp., paint 

manufacturer of Newark, N. J. 

Mr. Clausen has had a long rec- 

ord of service in the paint field, 

having been director of advertis- 
ing and merchandising for Devoe 

& Raynolds Co., Inc. He is also 

well-known in advertising circles, 

having been president of the 

Ajax Advertising Agency, vice- 

president in charge of merchan- 

dising, E. T. Howard Co. and 
account executive with McCann 

Erickson and Geyer, Cornell & 

Newell (N. Y. Advertising Agen 

cies). 
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PROGRAM FOR THE SOUTHERN HARDWARE CONVENTION 
AT THE HOTEL PEABODY, MEMPHIS, APRIL 21-24 


The 
the Southern Hardware 
and the 82nd semi- 


5lst annual convention of 
Jobbers’ | the 
had 


block of rooms which 
for 


entire 


Association been allocated conven- 


annual convention of the Amer- | tion week. Five other Memphis 
ican Hardware Manufacturers’ | hotels also report heavy reserva- 
Association will be held jointly | tions. These other hotels, how- 


ever, still have good rooms avail- 
who desire to | 


that all 
attend will be taken 
Although registration not 
begin until Monday morning, 
April 21, the hotels report that 
many of the 
are for the Saturday preceding, 
which indicates that a consider- 
able part of the expected attend- 
will be on hand not later 
Sunday morning. 
Confronted with the uncertain- 
ties of the economic 
situation and the greater dilemna 
of the future, the problems of 
supply demand and _ price 
trends, manufacturers’ and 
wholesalers’ as seldom before, 
take advantage of 
this opportunity for personal i 


able, so 
care of. 


does 


very reservations 


ance 
than 


present 


and 
both 





propose to 


H. J. ALLISON . . 
terchange of information and 
opinion. 

in Memphis, Tenn., April 21-24, The first business session of 
inclusive. Present indications | the convention will be on Mon- 
point to an unusually large at-| day evening, April 21. Following 
tendance. brief talks by presidents H. J. 

Initial announcement of the | Allison of the Southern Hard- 
convention was made in October | ware Jobbers’ Association and 


and within three weeks the Hotel | Richard Harte of the American 
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The Hotel Peabody, Memphis, Tenn., which will be the scene of the 5ist 


annual convention of the Southern Hardware Jobbers’ Association held 
jointly with the 82nd semi-annual convention of the American Hardware 
Manufacturers’ Association, April 21-24, 1941. 
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Peabody reported reservation of | Hardware 








Manufacturers’ Asso- 
ciation, the principal address of 
the evening, “Philosophy, Facts 
and Fun,” will be delivered by 
Dr. John L. Davis of New York 
City, an outstanding humorist, 
orator, and philosopher. 
Tuesday morning, 
sions of the two associations 
with the jobbers devoting their 
time at that session and Thurs- 
day morning’s session to general 


discussions of such topics as 
problems under the wage and 


hours law, employee relations, 
etc. 


At the 


facturers, 


meeting of the manu- 
President Richard 
Harte will deliver the opening 
address, speaking on “The French 
Inflation of 1790.” Then will fol- 
address on a_ subject 
which is currently 
“How The American Worke: 
Feels About It,” to be delivered 
by Whiting Williams of Cleve 
Ohio. In what he refers 
“double” life. Mr. Wil- 


close contact 


low an 
important, 


land, 
to as his 
liams has come in 


April 22, | 


will be devoted to separate ses- | 


| cluding 
| ning, special features on 


with the workers not only of this | 


but of Europe. The 
author of numerous books on 
labor problems, Mr. Williams is 
a frequent contributor to nation- 
al magazines. In the light of 
the present situation, Mr. Wil- 
liams’ talk should be of intense 
interest to every employer. 

Wednesday morning, April 23, 
will be devoted to a second joint 
session of the two associations. 
Sir Charles Morgan- Webb of 
London, noted British economist 
and liaison officer between Brit 
ish business and the monetary 
affairs’ committee of the 
of Commons, will speak on the 
subject, 
Your Money?”. 

Almost every radio listener in 
the United States is familiar with 
W. a. Cameron of the Ford Motor 
Co., whose Sunday evening talks 
for five years have held the inter- 
est of radio audiences. Mr. Came- 
ron will later make known the 
subject on which he will speak 
at the Wednesday morning 
sion. 

The concluding business ses- 
sion of the jobbers will be held 


country 


ses- 


for the 





on Thursday morning, April 24, 
at which meeting will occur the 
There 


session 


| annual election of officers. 
will be no manufacturers’ 
on that morning and there 
be no meetings of either associa- 
| tion on any afternoon of conven 


will 


tion week. 
A splendid program of enter 
| tainment is being arranged, in 





RICHARD HARTE 


entertainment each = eve- 
lues- 
afternoons 


and Wednesday 


ladies and the golf tour- 


day 


nament for the men on Wednes 


| day afternoon. 


The Hotel Peabody will also 
provide many interesting 
tainment opportunities of which 

guests may 
There is dining and 
dancing nightly in the “Skyway” 
the hotel’s supper club. Nation- 
ally known érchestras play daily 
Venetian dining 


enter- 


convention avail 


themselves. 


for lunch in the 


} room, 


House 


Incidental to convention week 
will be meetings, luncheons and 


dinners of several organizations. 


| At 6:30 p.m. on Sunday evening, 


“What Will Happen to | 


| Central 


April 20, at the Hotel Chisca, the 
States Hardware Club 
will give a typical southern 
chicken dinner, with entertain- 
ment. At 10:30 on Tuesday mor- 
ning, April 22, will occur the 
| annual meeting of the Southern 
| Old Guard, and at noon Wednes- 
day, April 23, there will be a 
luncheon of the same organiza- 
tion. Both events will be held at 
the Peabody. At noon Tuesday, 
April 22, at the Hotel Peabody, 





the X Club will hold its luncheon. 
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Walter Huston meeting at Union League club, Chicago, with members of committee pushing 
plans for promotion of independents through WGN Mutual program, “Home Town,” in which 


it is proposed to star Walter Huston. 


Neil McKay, National 


Distributors of America; 
Merryman, National 
Wholesale 


son. 


chief of programs ond production at WGN. 


Vational Retail Hardware 


Back row, left to right: Hal Sweeny, Cooperative Food 
{merican Wholesale Grocers’ 
issociation of Master Plumbers; John E. Peters, Motor & Equipment 
issn.; Fred Russell, vice-president, Hibbard Spencer Bartlett & Co.; Rivers Peter- 


-?. 


Assn.; 


issn.; Chas. G. Gilbert, Illinois Retail Hardware Assn.: Carl 
Bergdahl, Crane & Co.; James H. Black, president, United Buyers Corp.; William A. Bacher, 


Front row, left to right: P. W. O'Rourke, Motor 


& Equipment Wholesale Assn.; Peter Munn, National Association of Master Plumbers; Walter 
Huston; Mrs. R. M. Kiefer, secretary-manager, National Association of Retail Grocers; Frank 


Grimes, president of Independent Grocers’ 


Food Distributors of America. 


illiance; Hector Lazo, vice-president, Cooperative 


RADIO TO PUSH INDEPENDENT MERCHANTS’ CAUSE; 
WALTER HUSTON TO STAR IN DRAMA SERIES | 


Formation of the American 


Home Town Council, a perma 


designed to 


Amer 


nent organization 


promote the business of 


ica’s thousands of independent 


merchants, has been announced 


in Chicago. Executive chairman 
of the council is J. Frank Grimes, 


a recognized leader in the inde- 


pendent field; secretary Mrs. R. 
M. Kiefer; vice-chairman, J. H. 
Black. Mrs. Kiefer represents 


the National Retail Grocers’ As 
sociation and Mr. Black the vol 
untary groups. 

The 


vehicle was thoroughly discussed. 


independents’ 


EDWARD P. WELLS JOINS 
APEX-ROTOREX CORP. 
Edward P. Wells, 


for over 20 years in the 


prominent 
vacuum 
cleaner and home appliance field, 


has joined the Apex-Rotorex 





EDWARD P. WELLS 
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promotion | 


radio 
gram, “Home Town” to be pre 
sented over WGN and the Mutual 
According 


Plans contemplate a pro- 


Broadcasting System. 


to present plans Walter Huston, 


noted character actor of the stage 
and radio, will be starred as the 
voice of “Home Town.” 

The program, built by William 
A. Bacher, chief of programs and 
production at WGN, emphasizes 
in thrilling drama the position 
played by the independent in the 
rise of the United States.  Ex- 
pansion of the independent pro- 
motion plan from the food trade 
to the leading industries in the 


Corp.. Cleveland, Ohio, as com 
mercial manager of the vacuum 
cleaner division, it has been an 
nounced, 

Mr. Wells joins the 
ganization after seven years with 
the Kalamazoo Stove Fur- 
nace Company, of which he was 


Apex of 
and 


vice-president in charge of sales. 
his connection with 


Mr. Wells 


nected with the Eureka Vacuum 


Previous to 
Kalamazoo, was con 


Cleaner Company for 10 years. 


He served, first, as a divisional 
sales manager, later as vice-presi- 


dent in charges of sales 


CUSTOMS - SHIPPING GUIDE 
IN NEW 1941 EDITION 


independent field is the most sig- 
nificant development reported at 
Besides 


the druggists, hardware men and | 


the Chicago conference. 


other independent merchants of | 
the country, the wholesalers and 
chiefly 


independents are rallying behind 


jobbers who deal with 


the movement. 


At the conference scheduled 
for Chicago the last week in 
March representatives of — the | 


major independent industries will 
be present and final plans will 
be approved for presentation to 
all independent factors. 


tains other major revisions of | 
; 


information. 


DIRECTORS OF 
THE NUTMEGGERS 


The following are directors of 


| “The Nutmeggers™: past-presi- 
| dent directors, Roland Osgood, 





| 


| nounced the 


| will be 


Hartford, Conn., The Patterson- 
Sargent Co.; George Ellis, Union- 
ville, Conn., Hartford Belting 
Co.; one year, E. J. Bolduc, Jr., 
Worcester, Mass., Wickwire Spen- 
cer Steel Co.; R. C. Joyce, New 
Haven, Conn., American Steel & 


| Wire Co.: D. W. Maclsaac, Hag- 
| arville, 


Conn., The  Patterson- 
Sargent Co.; F. B. Atwood, 
Springfield, Mass., Osborn Mfg. 
Co.; two years, Raymond Rose, 
West Hartford, Conn., Benj. 
Moore & Co.; Joseph Lane, West 
Hartford, Conn., Greenfield Tap 
& Die Corp.: C. F. O’Brien, West 
Hartford, Conn., Bethlehem Steel 
Co.; C. S. Lott, Poughkeepsie, 
N. Y., Botfield Refactories Co.; 
three years, Norwood Webster, 
Waterbury, Conn., Chase Co.; 
Everett A. Lawrence, West Hart- 
ford, Hardware Mutual 
Casualty Co.; B. B. Higgins, Hart- 
ford, Conn., Blodgett & Clapp 
Co., and Charles A. Peterson, 
Hartford, Conn., Tracy, Robin- 
son & Williams Co. 


Conn., 


NATIONAL WILDLIFE 

RESTORATION WEEK 
The National Wildlife Federa- 
tion, 1212 Sixteenth St., N.W., 
Washington, D. C., has an 
fourth annual Na- 
tional Wildlife Restoration Week 
observed April 14-19, 
1941. Due to the demands of 
thousands of stamp purchasers of 
recent years, a limited 
new Wildlife Poster Stamps is 
being made available. These and 
the new album with brief de- 
scription of the birds, fish, mam- 
mals, and flower subjects may 
be secured through the national 


issue of 


| ofice of the Federation. 


A. M. JONES NOW VICE-PRESIDENT 
OF BUFFALO BOLT SALES 


A. Maxwell 
general sales manager of the Buf. 
falo Bolt Co., Buffalo, N. Y., has 


vice-president in 


Jones, formerly 


been elected 
charge of sales for the company. | 
Mr. Jones has been associated | 
with the Buffalo Bolt Company 
1902. He has 


since served in 


| many different departments of 


The 1941 edition of the Custom 


House Guide is now being dis- 
tributed by its publisher, Box 7, 
Sta. P., Custom House, New York 
City, for $15.00 postage. 
This edition has thumb- 
indexed by sections and also con- 


plus 
been 


| 


the company, starting in the 
North Tonawanda plant, later | 
going to the Chicago office as a | 
junior salesman. From Chicago 
he went to St. Louis as district 
manager. 

He returned to the main office 
as assistant sales manager in| 
1925, and 


sales manager in 1936. 


was named _ general | 





A. M. JONES 
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JOHN P. DUNPHY GENERAL MANAGER 
OF SAGER AND BARROWS WORKS 


John P. Dunphy, manager field 
sales of the Stamford, Conn., di- 
vision of the Yale & Towne Mfg. 





JOHN P. DUNPHY 


Co., has been appointed general 
manager of the Sager Lock 
Works division and the Barrows 
Lock Works both of 


division, 


North Chicago, Hl Mr. Dun- 
phy’s long experience in the lock 
and hardware business and _ his 
host of friends throughout the 
country make him an ideal se- 
lection for this important post, 
which previously has been filled 
by H. Lee Murphy. Mr. Murphy 


has resigned to become president 


lof the Eagle Lock Co., Terry 


| finishing 


ville, Conn. 

The Sager and Barrows divi 
sion of Yale & Towne make com 
plete lines of stock and contract 
builders’ hardware, 
which is distributed throughout 
the country. The plant has been 
both extended and 
modernized in recent years. At 
present about 400 


thoroughly 
people are 
employed. 

Mr. Dunphy is well known to 


| the hardware industry and is a 


familiar figure at hardware gath- 
erings where his congeniality has 
earned him a well-deserved repu- 
tation for good fellowship, a keen 
sense of limor and a teller of 
tales. 


ARCHITECTURAL HARDWARE CONSULTANTS 
EXTEND PERIOD FOR CHARTER MEMBERSHIP 


Although a large percentage of 
the outstanding builders’ hard- 
ware men throughout the country 
have already charter 
members of the American Society 
of Architectural Hardware 
sultant: the board’ of 
has deemed it advisable 
tend the period of charter mem- 
bership for six months. 

When the Society was formed 


become 


Con- 
directors 
to ex- 


in Chicago last year the con- 
stitution and by-laws called for 
charter membership to close as 
of March 31, 1941, and this has 
now been extended to September 
30, 1941. 

Due to the tremendous amount 
and emer- 


of national defen e 


gency building that has developed | : 
: . | general sales manager. 
throughout the country, the off- | 


cers and directors have had less 
time to give to the affairs of the 
society than they anticipated last 
September and they do not feel 
that sufficient publicity has been 
organization to the 
extent that everyone who is elig- 
ible would have an opportunity 


viven the 


to apply for charter member 
ship. 
The the 


plans and examinations for reg- 
has Ilse 


work of laying out 


ular membership been 
delayed, not only by the lack of 
time by the committee in charge, 
but by the inability to 
competent draftsmen to do the 
work. The committee expects 


secure 


| this 


for the convention this coming 
fall. 

Everyone engaged in the con- 
tract builders’ hardware industry 
be vitally interested in 
and any inquiries 
should be sent to the officers or 
addressed to Profit Bound, 441 
Ave., New York City, 


should 
society 


Lexington 


and they will be forwarded to 
the proper person. 
INCREASES “SMOOTHCUT” 


SELLING ORGANIZATION 


Two appointments to the sell- 
ing staff of the “Smoothout” can 
opener the Regina 
Corp., Rahway, N. J., have been 
announced by Lannon F. Mead, 


division of 


F. M. Warburton, with head- 
quarters in Macedonia, Ohio, is 
now covering northern Ohio and 
Western Pennsylvania. Sanford 
Bres., Ine., Mocksville, N. C., is 
now representing the company in 
North Carolina, South Carolina, 
Georgia, Florida, Alabama, Mis- 
sissippi and Tennessee. 


FIELD ENGINEER FOR 
RAWLPLUG IRVINGTON CO. 


Vincent J. Riordan, has joined 
the Rawlplug Irvington Co., Ir 
vington, N. J., as field engineer, 
covering the complete line of 
anchoring devices made by The 
Rawlplug Co., Inc., of New York, 


that these will be ready in time|N. Y. 


MARCH 20, 1941 


WELDWOOD GLUE 
HAS TAKEN HOLD 


Heres W 
WATERPROOF 
WELDWOOD PLASTIC RESIN GLUE is not solu- 
ble in water after polymerization. Strenuous wet tests, 
continuous submersion, failed to impair the glue line. 
WELDWOOD is not affected by dampness, salt air 


or steam heat. That’s why customers desire it for 
building, boat and furniture repairs. 


STAINFREE 

WELDWOOD Plastic Resin GLUE is colorless upon 
application and can be used on fine woods, and 
delicate veneers without danger of “‘bleed.”” No won- 


der fine work demands WELDWOOD GLUE. 


ROT FREE 

Because WELDWOOD GLUE contains no organic 
matter it is not subject to rot or decay. Bacteria can- 
not breed or survive in a WELDWOOD glued joint. 
That’s why they’re asking for WELDWOOD for 
permanent jobs. 


TREMENDOUS STRENGTH 


No tests even under pressures of over 1200 pounds 
to the square inch (standard test 250 Ibs.) have been 
able to show glue line failure. WELDWOOD is “the 
glue that does not know its own strength,” and every 
customer wants an everlasting glue. 


QUICK ACTING 

WELDWOOD GLUE is a one-part plastic glue, 
packaged in powder form, that mixes with cold tap 
water and is instantly ready for use—no heating—no 
hardener—no fuss or bother. (Also makes a work- 
able wood putty.) 


ORDER THRU YOUR JOBBER 


Write for full particulars on FREE dealer helps. 








HANDSOMELY PACKAGED 


Eye appealing cans in impelling Display Cartons. Hand- 
book FREE in every 10c and larger cans. RETAILS: No. 
10, 1% oz, 10c; No. 25, 342 oz, 25c; No. 50, 8 oz, 50c; 
No. 100, 1 Ib., 85c. Also 5, 10, and 25 Ib. cans 


NATIONALLY ADVERTISED 


ELowago 
Re 


Plastic sin 
WATERPROOF GLUE 











UNITED STATES PLYWOOD CORP. 


World’s largest producers of Plywood 
New York, N. Y. 
































WHITE MOUNTAIN LINE 
of 


ICE CREAM FREEZERS 


Highest Standard of Quality 





LINE 


CREAM 





WHITE MOUNTAIN ARCTIC 
(TRIPLE MOTION) (SINGLE ACTION) 
SIZES | to 25 OTS. SIZES | to 20 OTS 


White Mountain Ice Cream Freezers outsell other 


freezers because of their high standard of quality. 


From the big 1941 line dealers can find just the 
right type and size of freezer for every require- 
ment, all Improved models. Hand operated Freez- 
ers, with both crank and flywheel, also Power 
Freezers with pulleys for Belt Drive and Direct 
Motor connected Freezers for Electric Drive for 


**Home.” “Cafeteria” and “Commercial” use. 


Ask your Jobber for prices. Send for Catalogue 


of Complete Line. 





MT. WASHINGTON 
(SINGLE ACTION) 
2,3, 4&6 OTS 


THE 
WHITE MOUNTAIN FREEZER CO. 
INC. 





NASHUA, NEW HAMPSHIRE... 


BENNETT HEADS TOWNLEY | Jamestown, N. Y., covering 
BUILDERS’ HDWE. DEPT. metropolitan Kansas City and 
® Raw Beene bes ie oe the Western Missouri, Kansas 
. ° ;| and Oklahoma dealer territories, 

pointed head of the builders : 

hardware department of the according to an announcement 

4 ) . mihs 
ten Mad ash eluant made by P. S. Moynihan. Mr. 
. Miller has been engaged in house- 
hold appliance sales and promo- 
tion for the past 15 years. He 
will maintain headquarters at the 

Earl Geotze Sales Company, 2020 

Walnut St.. Kansas City. 





ENOCH RETIRES FROM 
WAYNE HDWE. CO. 
Robert R. Enoch has retired 
from the Wayne Hdwe. Co., 
| wholesale concern at Fort Wayne, 


Ind. He had been secretary, trea- 
| surer, and general manager of 
the company and associated with 





J. LEON BENNETT 


Co., Kansas City, Mo. Mr. Ben 

nett began his career in the hard- 
ware industry in 1919 in a Holly- 
wood, Calif., retail hardware 
store, where he soon began to 

specialize in builders’ hardware. 

For three years prior to his join- 

ing the Townley organization, Mr. | 
Bennett was in charge of the | 
builders’ hardware department of | 
the Santa Fe Builders’ Supply | 
Co., Santa Fe, New Mexico, 
where he specialized in Spanish. | 
style architectural hardware. 





ROBERT R. ENOCH 
REPRESENTS BLACKSTONE 


IN KANSAS CITY, MO. ihe firm since 1920. Mr. Enoch 

W. C. (Bill) Miller has re- | who resides at 1215 Illsley Place, 
cently been appointed sales rep- | Fort Wayne, has not announced 
resentative for Blackstone Corp..! any future plans. 


NORTHERN WHOLESALE HDWE. DIRECTORS 





Directors of the Northern Wholesale Hardware Co., Portland, 
Ore., are, first row, left to right: Hedley Dingle, Dingle Hdwe. 
Co., Coeur D’ Alene, Idaho; Hanford Mohn, Jones & Mohn, 
Bethell, Wash.; Frank Travis, vice-president, Shelton Hdwe. & 
Furniture Co., Shelton, Wash.; Thomas L. Willis, president, 
Northern Wholesale Hdwe. Co., Pertland. Back row, left to 
right: Milton Schraeder, manager, Seattle branch; George A. 
Hafertepe, manager and buyer, Portland; Harold R. Brock, 
Taylor Hdwe. Co., Pendleton, Ore.; Frank L. Taylor, Frank L. 
Taylor Hdwe. Co., Reedsport, Ore. A report of the recent con- 
vention and merchandise show held by the Northern Wholesale 
Hdwe. Co. appears on page 140 of the March 6th issue of 
Haroware Ace. 
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THOMAS VICE-PRESIDENT, DIRECTOR, 
GENERAL MANAGER OF KATZINGER CO. 


Arthur Katzinger, president of | ages of the Chicago plant, and 
the Edward Katzinger Co., 1949| later became a buyer for all 
N. Cicero Ave., Chicago, Ill, an poten and electrical lines for 
nounces the appointment of Lee! all Butler Brothers houses. Since 

| 1939 Mr. Thomas has occupied 

the office of director of merchan- 
| dising. 

Mr. Thomas has enjoyed a 

| the hardware industry. He start- 

ed as a clerk with the Ernst 

Hardware Company of Seattle 
and became its advertising mana- 
ger. He then became an assistant 
| buyer with the R. H. Macy Com- 
| pany of New York City and 
| returned to the Ernst Hardware 
| Company in 1925 as sales mana- 
| ger and general manager 


Ernst Hardware Company. 

In assuming his new 
with the Edward Katzinger Com- 
will work closely with 
vice-presidents and 





LEE THOMAS 


pany, he 
| the present 
| department heads in coordination 
of activities to carry on the type 
production that 


Thomas as a vice-president, gen- 





eral manager, and director of the | 
company, effective March 1, 1941.| of service and 
Mr. Thomas was recently asso-| has been identified 
ciated with Butler Brothers, Chi- 
cago, as director of merchandis- 
ing. He became a member of 
the Butler Brothers staff in 1929 
as an assistant merchandise man. | 





facturer of ey pans, “A & J” 
kitchen utensils, “Geneva Forge” 
cutlery, “Ekco” and Kat- 
zinger flashlights. 





tinware, 


F. C. SIMONSEN ELECTED PRESIDENT 
RED JACKET MANUFACTURING CO. 


been increased 
models of water conditioners as 
well as a complete line of in- 
jector pumps and turbine pumps. 
The company will soon announce 
of centrifugal 
been four 
plant in 


F. C. Simonsen, formerly exec- 
utive vice-president, was elected 
president of the Red Jacket Mfg. 
Co., Davenport, Iowa, mfr. of 
Red Jacket pumps and waier 
conditioners, at the annual meet-!a complete line 
ing of the board of directors. pumps. There have 

Red Jacket has enjoyed a con-| large additions to the 
tinuous expansion since Mr. Sim-| Davenport to handle 
onsen joined the organization | 
four years ago. Under his lead- | 
ership, Red Jacket products have 


business. 
Other 
ferty, vice-president and 
tary; T. 
manager; 
general sales manager; 
Sharp, comptroller; 
ler, works manager and G. A. 
Patterson, chief engineer. 


secre- 


Neil Skinner, assistant 
Guy E. 


REZNOR MFG. APPOINTS 
DISTRICT MANAGER 


John Payton has just been ap 
pointed district, manager for the 


| territory by Reznor Manufactur- 
| ing Co., Mercer, Pa., manufac- 
| turer of unit heaters, forced air 
| circulators, and other gas fired 
Mr. Payton’s 
| headquarters are at 1245 West 
| 30th St., Indianapolis, Ind. 


| heating equipment. 





F. C. SIMONSEN 
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to include 83 | 


increased | 


| Indiana and East Central Illinois | 


varied career and background in | 


of a | 
| chain of seven retail stores. His | 
association with Butler Brothers | 
followed his connection with the | 


duties | 


with the 
Katzinger Company as a manu- | 


officers are H. R. Laf.- | 


B. Clark, general sales 


H. J. Scheb- 


WHEN A JOBBERS 


SALESMAN CALLS 
ON YOU. 


Fr. 


end 


REMEMBER 
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, : 
QuuiKkwerK Tools Have 


Uniform Striking Faces 


Quikwerk Tools are the most completely processed 
Heavy Hardware Tools on the market. They have 
uniform striking faces, they last longer, and they 
deliver hard blows with greater safety—no chipping 
nor spalling. Every manufacturing operation is fol- 
lowed through to completion from a metallurgical 
standpoint. Your jobber who has thotoughly inves- 
tigated Heavy Hardware Tools knows these things 
—and usually he has Quikwerk Tools for YOU. 


Remember to look for them. 









NO. 76 


OREGON (SHORT) 
PATTERN STRIKING 
HAMMER 


WARREN TOOL CORP. 
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TANSEY HEADS HOUSE- 
WARES CLUB OF PHILA- 


UNION HARDWARE DELPHIA 


SPECIALS 


por Open House 


| 


Pa., in the Engineers’ Club, the 





J. C. TANSEY 


following officers were elected: 
president (reelected), John .. 
Tansey, Griswold Mfg. Co.; first 


\. S. Boyle Co.:; second  vice- 
@ New translucent red, nickel 
finish 

Streamlined toe clamps 
Double Ball Bearing Wheels 


Sturdy for lasting service 


Open house parties for dealers 
and friends were held at the 
headquarters of Sickels - Loder, 
Inc., 594 Broadway, New York 


City, wholesale hardware and 


Flexible for easy riding 


MATCHED 
TACKLE SET 
2 RODS-PRICE OF 1 


One 81/, foot Fly Rod and one 
5 foot Casting Rod, matched and 


from all parts of metropolitan 
New York and Connecticut vis- 
ited the company’s offices, dis- 
play rooms and warehouses, on 
Saturday, Feb. 22, Sunday, Feb. 
23, and Sunday, March 2. On 
each of the three days factory 
wepresentatives were on hand to 


balanced. Made of seamless tubu- 
Action of bamboo, 
strength of steel. Extremely light 


lar steel. 


weight. Your opportunity to in- 
terest customers in both fly fishing 
and bait casting. 


Order through your jobber. If he 
cannot supply you, we will gladly 
give the name of your nearest dis- 
tributor handling these “Open 
House” Specials. 











MEW EE.. 2 © 
HARDWARE COMPANY 


aw EWiaw FY 
TORRINGTON, CONN. 


At the recent meeting of the 
Housewares Club of Philadelphia, 


vice-president, Russell E. Bragg, 


SICKELS-LODER, INC., 


housewares distributors. Dealers | 





president, Lester E. Beckman, 
manufacturers’ re pr e sentative; 
secretary, Samuel Ospow, E. J. 
McAleer & Co., Inc.; treasurer 
(reelected), Lee Baker, The 
Washburn Co. The board of di- 
rectors consists of Louis B. Drei- 
fus, Supplee-Biddle Hdwe. Co.; 
Jack Hoffman, Gimbel’s; Her- 
man Kesler, Castelli Co.; Samuel 
Moss, Lit Bros., and Miss Jean 
Stevens, Lit Bros. 


AMERICAN GAS MACHINE 
COMPLETES ORGANIZATION 


With the new organization of 
the American Gas Machine Co., 
Albert Lea, Minn., completed, 
J. B. Olson has been elected 
president and general manager: 
J. M. Foxx was elected vice- 
president and general sales man- 
ager; Pat Hall, secretary and 
treasurer, and W. W. Krueger, 
assistant secretary and treasurer. 

Directors of the company are: 
J. J. Sullivan, Inland Steel Co.; 
J. W. Baille, Detroit Lubricator 
Co.; R. A. Stallman, Wells 
Dickie; Pat Hall, Albert Lea 
Building & Loan Association, and 
Mr. Olson, American’s president. 


HAS OPEN HOUSE 


introduce several new lines. Vis- 
itors were welcomed by A. Silber- 
man, president and treasurer, 
T. Silberman, vice-president and 
secretary, L. Waldinger, office 
and credit manager, and othe 
members of the sales, office and 
warehouse staff. 

The company, which was es- 
tablished in 1848, moved into its 
present quarters, occupying 26,000 
square feet on the main floor, 
basement and sub-basement of 
the building last fall. 


1 


T. Silberman, vice-president and secretary; L. Waldinger, office 

and credit manager, and A. Silberman, president and treasurer, 

Sickels-Loder, Inc., who welcomed dealers to the recent Open 
House parties held by the company. 
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SAMUEL H. THOMPSON 


Samuel H. Thompson, 81, 
hardware and mill supply dealer, 
banker, and a former president 
of the Massachusetts Chamber of 
Commerce, passed away Feb. 17, 
at his home in Lowell, Mass. Mr. 
Thompson was first president of 
the New England Retail Hard- 
ware Association, which he 
helped to establish. He had been 
president of the Thompson Hdwe. 
1891. His widow, a 


soa and two daughters survive. 


Co. since 


EDMUND J. HOLMES 


Edmund J. Holmes, 81, pionee1 
hardware dealer of Oklahoma 
City, Okla., and last remaining 
charter member of the Western 
Implement and Hardware Deal- 
ers Association, pa-sed away re- 
cently at his home in Kansas 
City. He leaves a daughter, and 
a son, John S. Holmes, Lawrence, 


Kan. 


ROBERT H. MONTGOMERY 

Robert H. Montgomery, 65, 
president of the Eldredge Hdwe. 
Co., Norwich, Conn., passed away 
recently after an illness of about 
three months. Mr. Montgomery 
associated in the Eld- 
redge business in 1904 and in 
1924 took over the active man- 


became 


agement upon the death of Theo- 
dore Eldredge who founded the 
business. 


Mr. Montgomery leaves his 
widow, daughter of the late Theo- 
dore Eldredge, and a son who 
was associated with him in the 
business. 


CHARLES WINN JOHNSON 


Charles Winn Johnson, secre- 
tary-treasurer of the Peeler Hdwe. 
Co., Macon, Ga., passed away 
recently. He was 71 years old. 

Mr. Johnson had 
ciated with the hardware business 
in Macon for 41 years having 
been with the Merritt Hdwe. Co. 
and its successor, the 
Peeler Hdwe. Co. 
daughters. 


been 


asso- 


present 
He leaves two 


SAMUEL W. WRAY 


Samuel W. Wray, manufac- 
turers’ representative for more 
than 50 years, passed away Feb. 
20. Mr. Wray who had resided 
at 415 S. Marion St., Cardington, 
Ohio, leaves his widow. 


CLARENCE R. WATERS 

Clarence R. Waters, 52, hard- 
ware dealer of Manhattan and 
Junction City, Kan., passed away 
Feb. 27 of injuries received in an 
automobile accident. Mr. Waters 
was accompanied by his son who, 
it is believed, was not danger- 
ously injured. Mr. Waters was 
a vice-president of The Western 
Retail Implement and Hardware 
Association. 


A. C. Gilbert Company in New Quarters 


The Gilbert Hall of Science,| vault championship. 


wholesale showrooms, and offices 
of the A. C. Gilbert Co. will be 
located in the Cusack Bldg., at 
1 W. 25th St.. New York City, 
starting May 1. The _ building 
which extends from Broadway to 
Fifth 
basement. 

The ground floor will be the 
Gilbert Hall of Science for the 
general public while the second 
and third floors will contain 
wholesale showrooms and offices. 
A floor will be devoted to elec 
trical appliances such as_ the 
“Vitalator,” vegetable juicer, and 
fans. Another floor will be de- 
voted to “American Flyer” trains, 


Ave., has six floors and a 


and still another to toys. 

The building will be remodeled 
completely both as to its exterior 
and interior. 

The business was founded in 
1909 by A. C. Gilbert after his 
graduation from Yale where he 
was a champion pole vaulter and 
winner of the 1908 Olympic pole 


MARCH 20, 1941 


Mr. Gilbert 
worked his way through college 
sleight-of-hand _ per- 
formances and soon was one of 


by giving 


the leading men in America in 
magic and legerdemain. The 
present business was founded on 
the making of magic tricks which 
he personally designed and _ in- 
vented for professionals. Then 
tricks for amateurs were made. 
In 1912, Mr. Gilbert invented 
“Erector,” the structural toys for 
boys, and this was the beginning 
of the toy business that has made 
the A. C. Gilbert Co. one of the 
country’s largest toy companies. 


X CLUB LUNCHEON 
APRIL 22 IN MEMPHIS 


The X Club will hold a lunch- 
eon at the Peabody Hotel, Mem- 
phis, Tenn., April 22, which is 
during the convention of the 
Southern Hardware Jobbers’ As- 
sociation and American Hard- 
ware Manufacturers’ Association. 


THE OSCAR C. 


Rixson Selections for 
RESIDENTIAL YEAR 


@ In a year when residential building shows 
so much encouraging progress, builders’ 
hardware dealers and jobbers can well aftord 
to stock these Rixson specialties. They offer 
special values which are well known to speci- 
fication writers. Their performance is of a 
class it pays to recommend. Write for details. 
Junior Double Acting Floor Check — Positive, quiet, 
closing in one swing. A durable mechanism by the de- 
signers of the finest checking devices known. For interior 
doors of the 
familiar pantry- 
kitchen type. 











Rixson Friction Stay 
—Friction discs un- 
der tension hold 
transoms, cellar win- 
dows and casements 
at any desired posi- 
tions without wind 
rattle or slam, but 
easily moved by 
hand pressure. 


No. 94 Casement 
Operator—The logi- 
cal device for out- 
swing casements. 
Noted for its com- 
pactness, maintain- 
ing perfectly on 
stools only 144” wide. Operates window through 90° in 
34 turns. 


| THE RIXSON 
|FRICTION. Stay 


vs 





a 


COMPANY 


RIXSON 
4446 Carroll Avenue, Chicago, Illinois 


RIXSON REPRESENTATIVES AT: 
NEW YORK: 2034 Webster Ave.—PHILADELPHIA: 211 Greenwood Ave., Wyncote 
(Pa.)—ATLANTA: 152 Nassau St.—NEW ORLEANS: 2630 Jefferson Ave.—SAN 
FRANCISCO: {16 New Montgomery St.—SEATTLE: 414-17th Ave.. No.—LOS 
ANGELES: 909 Santa Fe Ave. 
LONDON, ONTARIO, CANADA: Richards-Wileox, Ltd 














IMPROVED MECHANISM IN BUILDERS’ HARDWARE 


93 





























BOOSTERS HEAR TALK Plans were discussed for the | tions of all the state and national |G@OVERNMENT RECOGNIZES NA’ 
ON EUROPEAN AFFAIRS; stag “Nite Out,” in the form of associations not previously be-| SOC. OF ARCHITECTURAL 
PLAN BEEFSTEAK PARTY | 4 Beefsteak Party to be held at | longing to the National Associa- | HARDWARE CONSULTANTS 
The ine Club, 200 Fi »,| tion. Among those, newly affili- . At 
iy: die OE anemones ail The Aldine lub 20 ri Ave ie ! . & th ya Howard J. McCarthy, Jr., has 
} 1 Rot P. | New York City, Thursday eve- | ated are: The North Coast been ansointed @ member of th Reno 
guesis heart ¥ ert spud" April 3, at 6:30 P. M. Hardware & Implement Assn.; EH Sci ue 2 i“ gan, | 
attorney, discuss “The European | ,, ‘ : standing committee of Builders 
| Plentiful supplies of beef steak, Oklahoma Hdwe. & Implement cana presi 
Crisis As It Affects Our Coun- ., | Hardware (non-template) CS-22 
- he Feb. 28 f beer and the other makings of | Assn., and the Arkansas Retail oe: ot Gen Tiel Genie at 
» Fe s meeting : » Ni , > , 
oe oe ». <9 meeting OF | 4» beefsteak party will be offered, | Hardware & Implement Assn. ‘ 
the Hardware Boosters, at the cenctl ih «amie Mb of Standards, repre-enting the Amer- 
” “ e 7 < d ¢ Lid . . . . 
Aldine Club, 200 Fifth Ave., - = a tai t. Tick ican Society of Architectural 
: ss a ’ =rte “nt. ( ’ . P 
New York City. Mr. Levis out- age oes per ‘ CENTRAL STATES CLUB'S —§ Hardware Consultants, of which 
: ee ~ ets wi Me Do. each and may MEMPHIS DINNER he is = 
lined causes of European ae be obtained from A. M. Glueck, = " i” ident. 
and urged that all Americans The Central States Hardware 
chairman, entertainment com- : : 
es in we rom “yee mittee, 220 Fifth Ave., New York Club will hold its third annual ASK WIDER APPLICATION 
“ey we - , ie dectare¢ : Is “| ( ity, or from other members of page = - kere ero OF FEDERAL UNEMPLOYMEN 
axe our couldren to enure™ | the committee — Charles Pincus, | '@F Members anc guests, Suncay. | COMPENSATION INSURANCE 
whatever our creeds and religion, ie : we April 20, at the Chisca Hotel, 
Stanley Works; Howard Erick : aes > : TI Gactal re ae B 
and to give closer attention to nim: ik Wines Ca. Gee. ond Memphis. This event is during re =6Social §=Security oard 
spiritual matters. He urged the ere" ‘ is anal the convention of the Southern | has recommended to Congress 
Daniel Werth, Star Expansion ; _ . 
utmost cooperation in the na Bolt Co Hardware Jobbers’ Association | that the base of Federal unem- 
tion’s defense program. W. ¢ . and the American Hardware | ployment compensation _ insur- 
a Allen Mfg. Co.; Robert IMPLEMENT ASSN. GAINS Manufacturers’ Association. Din- | or cise + poorayeny to reach em- 
atson, Stanley Tools, and Rob- AFFILIATE EMBERSHIPS ner committee includes Chairman | Ployers of one or more persons. 
ert J. Duncanson, Richards-Wil MEM Will J. Feddery, Harpware Ace,| This type of coverage already 
cox Mfg. Co., were elected mem Paul M. Mulliken, executive | Cleveland, Ohio; A. J. Eggleston, | prevails in several states because 
hers. Frank Sherwood, executive secretary of the National Retail Richards-Wilcox Mfg. Co., Chi- | of the enactment of specific 
secretary, National Contract Farm Equipment Association, St. cago, and R. H. Myers, Simonds | legislation but generally the tax 
Hardware Association, New York Louis, Mo., has announced the Saw & Steel Co., New Orleans, | reaches only employers of eight 
City, was introduced receipt of application for affilia- La. | or more persons. whe 
Nage 
with 
1932 
BELKNAP EMPLOYEES IN THE U. S. ARMY 
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Inc., 
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Reading frorn left to right Photograph taken January 21, 1941 at Jefferson County Armory. 
FIRST ROW Rank Organization MIDDLE ROW Rank Organization TOP ROW Rank Organization 
Joseph P. Mattingly 1st Lt. Biry A, 138 FA. Max E. Hart, Jr. Pvt. 63rd F.A. Brig. ne > Nie ore 138 F.A 
Eugene H. Aivey 2nd Lt. _Btry E, 138 F.A. Russell J. Howard ist. Pvt. 63 rd F.A. Brig. ne Ge oe rk ae a 
Dale Sanders 2nd Lt. Ist Bn. Hq., 138 F.A. David Pearce Sgt. Btry A, 138 F.A. Raymond A. Pitts - Pvt. 2nd Bn, Hg. 138 F.A 
Joseph Caskey 2nd Lt. Btry F, 138 F.A. poe bes se! Ba | Be am zs — = — : 68rd 4 Brig. 
> T.L 7 "s . 33 F ohn Zu meide ech. . 2nd Ba Hq.. 138 F. enry L. Hette'! 4 68rd F.A. Brig. 
o® sw jee = >s * FA, Joseph M. Vittitow Sgt. Btry D, 138 F.A. John Head Pvt. Band, i38 F.A° 
AlsERaGet Eye apt. dj., 138 FA. Percy R. Smith Ist Sgt.  Btry D, 138 F.A Herald O. Gedling — Pvt. Btry D, 138 F.A. 
Garnet Diek 2nd Lt. Reg. Hq., 138 F.A. Samual! Y. Tupper Corp. Btry E, 138 F.A. Joseph E. McConnell Pvt. Btry D, 138 F.A. 
Overton L. Conrad 2nd Lt Btry C, 138 F.A. —— yg nei — . = os | a ag ee Schweri ~~ i mg P.A. 
a Onc " ~— tiffin A. Gardner “orp. try D, 138 P.A. | Wm. Peyton vt. st Bn. Hq., 138 F A 
win, § Kennedy 2nd Lt, Reg. Stall, 138 F-A- | Philip C. Wagner Staff Sgt. Btry D, 138 FA. | Tryon B. Allen int Cl. Pvt. Bury A, 188 Fa. 
thas. W. Allen, Jr. = 2nd Lt. Reg. Staff, 138 F.A. Geo. T. Turnbull Sgt Btry D, 138 F.A. Cari H. Gering Pvt. Bn. Hq.. 138 F.A 
David H. Marshall 2nd Lt. Ist Bn. Staff. 138 FA Sherman Crozier Pvt Band, 138 F.A. Ear! H. Wallace Pvt. A. Brig. 
ABSENT--Theodore Hieatt 1st Lt. 63rd F.A. Brig Marbut Gaston Pyt. 2nd Bn. Hu. 138F.A Roy Ashcraft Pvt. Hq. Co., 149th Inf. Albert Ayers Pvt. Ha. Co., 149th Inf 
This photograph shows 38 of the 42 members of the Belknap Hdwe. & Mfg. Co. organization, who were members of the 138th 
Field Artillery and who left for Camp Shelby, Miss., the latter part of Junuary. The 138th Field Artillery is the present name of « 
military regiment which has existed in Louisville, Ky., for over 100 years. Col. Morris B. Belknap was the Colonel of that regi- 
ment and led it in action in Puerto Rico during the Spanish-American War, and a number of the company’s men were in the regi- 
ment at that time. Twenty-two of this group are either commissioned or non-commissioned officers and most of those who are 
privates enlisted in the regiment last summer. 
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NAGELVOORT ELECTED PRESIDENT 
OF RENOWN STOVE COMPANY 


{t the annual meeting of the | 
Renown Stove Co., Owosso, Michi- 
gan, B. A. Nagelvoort was elected | 
president, succeeding J. E. Ellis, 





B. A. NAGELVOORT 


who resigned last November. Mr. 
Nagelvoort has been associated | 
with Renown since September, 
1932, having served as secretary 


and treasurer since that date and | 


as general manager since 1936. | 

Walter C. Howe, who joined | 
the company in 1933, became | 
secretary and treasurer. He had 
been assistant treasurer since 
1936. Frank W. Rayen was mace 
assistant treasurer. Mr. Rayen 
has been with Renown since Sep- 
tember, 1918, and since that time 
has been at various times book- 
keeper, chief accountant, claims 
manager, traffic manager and 
credit manager. He devotes most 
of his time now to matters relat 
ing to credits and collections. 

Other officers remain un- 
changed. These include C. P. 
Bentley, chairman of the board, 
J. E. Ellis, honorary president, 
and M. H. Pryor of Mansfield, 
Ohio, vice-president. Directors 
were all re-elected and now in- 
clude C. P. Bentley, J. E. Ellis, 
B. A. Nagelvoort and S. Q. Pul 
ver, all of Owosso, M. H. Water- 
man and E. S. Wolaver both of 
Ann Arbor, and M. H. Pryor, 
Mansfield, Ohio. 


DISSTON 25-YEAR CLUB HAS 2,111 MEMBERS 


In 1926, Henry Disston & Son-, 
Inc., Philadelphia, Pa., organized 
a club of hardware merchants 
who had sold the company’s saws 
for 25 years or more. At that 
time the club was built up to a 
membership of 1,413, each mem- 
ber being given a_ certificate 
framed with glass, ready for 
hanging. This certificate was en- 
grossed with the name of the 
firm, store or owner, and an ap- 
propriate citation. 

Each certificate carried gold 
and silver stars to indicate, in 
multiples of five, the number of | 
years the merchant had repre- 
sented Disston—“each gold star 
denoting 10 years and each silver 


star five years of service as a 
distributer of Disston saws.” 

As one of the company s ac- 
tivities in observing its 100th an 
niversary during 1940, new cer 
tificates, the “One Hundredth 
Anniversary Certificate of Mem- 
bership,” were prepared. These 
new certificates, each one person- 
ally signed by S. Horace Disston, 
company president, were en- 
grossed, framed with glass and 
shipped to a total of 888 firms. 
Thus, on Jan. 8, 1941, the mem- 
bership of the Disston 25-Year 
Club numbered 2,111 hardware 
merchants who have sold Disston 
saws for a period of 25 years or 
more. 
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Weight . . . 4 ozs. 
Carry in Pockets .. . 


One puff inflates 
instantly ... 


Rides high in water. 
Movement increases 
range of attraction. 


Fast colors in latex. 
Never need repaint. 


Small packet of 12 
DeanCOYS .. . 3 Ibs. 
Sack of 12 old style 
decoys, about 27 ibs. 





Collapsible Latex “Decoys 










Hunters 
Acclaim 
this solution 
to Decoy 
Problems 







DeanCOYS overcome all 
disadvantages of old style 
decoys. One man can carry 
6 dozen in a handbag or 
hunting coat pockets. 


Never any water-logging or 
repainting. Colors are in- 
grained in the latex. Anchor- 
ed with light line, DeanCOYS 
move easily and decoy 
all species of ducks. Users 
say they attract more than 
live decoys. 


They last for years, with 
proper care. Don’t confuse 
DeanCOYS with any other in- 
flated decoy duck ever on 
the market. 


Quick Profits! 


Practically every duck hunter 
is highly delighted at first 
sight of DeanCOYS. Expe- 
rienced users express unbounded 
enthusiasm over their amazing con- 
venience and effectiveness. 


DeanCOYS sell FAST! And you make 
generous profits. 


Packed in cartons of 12 large mal- 
lards assorted, 8 drakes and 4 hens. 


STOCK THIS LEADING 
PROFIT BUILDER NOW! 


Write for complete details including 
discounts and samples. 


RUGCER MFG LO 


North Kansas City, Mo. 
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OFTEN IMITATED HARDWARE BRIEFS | 
..~ NEVER EQUALLED — . 





Name and Address Feature Manager act 
CALIFORNIA Sold to J. H. Hinson who will 

Puente, operate the business as The 

Hammersley Hdwe. Puente Hardware and Appli- 

Co. ance, Inc. 

GEORGIA Under new ownership. Sam Ro-en- 

Statesboro, berg 

Johnson Hdwe. 

INDIANA Under new ownership. J.C. Bierma 


Hebron, 
John De Cook Hdwe. 


WASSACHUSETTS Has opened a new department 

Taunton, at 78 Main St., which will be 

Taunton Hdwe. & known as the Taunton Paint 

Plumbing Supply Co. & Wallpaper Department of 
the Taunton Hdwe. & Plumb- 
ing Supply Co. 





OHIO William Sipes has assumed 
Orrville. management of the business ‘ 
Cabut & Kropf Co., which is owned by Mr. and 
West Market St. Mrs. Willard Landis of 
Akron. Mr. Sipes will be as- 
sisted by James Banks. 
OREGON New business Steve T. 
Portland, Travers and H 
Centractors’” Hdwe. & Norman J. ton 
Roofing Co., Ine., 432 Kerekes ha 
N. W. Broadway ng 
) Haz 
PENNSYLVANIA — Sold to Michael Eskin of the east 
Hatsboro, Eskin Hdwe. Co., 4180 Ger- pric 
Willow Grove Hdwe.mantown Ave., Philadelphia. ant 
and will be operated as a M: 
branch of the Philadelphia = 
store. ada 
| IRGINIA New business—desires whole- L. M. Feld- et 
Norfolk, salers’ and manufacturers’ man 
Day’s, 45th & Hamp- catalogs on general _hard- Ww 
ton Blvd. ware, paints, and housefur- 
nishings. 
Fincastle, Reorganized and elected the C 
Botetourt Hdwe. Co.following: C. G. Coleman. —_— 
Lynchburg, president: H. M. Co. 
Markham, Buchanan,  vice- Wa 
president: J. L. Teaford, Bu mat 
chanan, secretary-treasurer. den 
hoa 


WASHINGTON 





, Oakesdale, Now being operated — by 
“SINCE 1857” Brogan Hdwe. George Rothfus. 
WEST VIRGINIA 
Welch, Now owned by Frank H. 
| gil that grip like a vise—knives Stewart Hdwe. Cline and Howard D. Sly and 
: —_ being operated as the Howard 
that shear through the toughest wire Hardware and Furniture Co. 


—handles with just the right spring for 


. . pes ‘ SCONS 
comfort—that's Klein pliers! WI VSIN 


Superior, Now being managed by Val 
Ask any man who knows good tools Bingham Hdwe. Co. Weisner and Alex Sprowls. 


—he’ll tell you, “Klein’s for satisfac- 
WESTINGHOUSE TO TAKE | The Westinghouse company 


Your copy of the Klein Pocket NEW NEW YORK QUARTERS | will take possession of its new 
home about April 15, 1941, after 


tion” —every time! 








Tool Guide will be sent on request | a tgs og Di chitin Metis wid mele ts a 
P g. Co., Mansfield, Ohio, has| meet its requirements. ns 
Distributed Through Jobbers | leased more than two acres of| The Pe scat to be moved dis 
office space in the 70-story Man-|to 40 Wall Street include the po 

hattan Company Building, 40) Eastern District Apparatus Sale- ad 

& Sons Wall Street, New York City. The | Division: Westinghouse Electri« Bis 

lease, for a long term of years, | International Company and_ th: ns 

involves more than four major | New York executive department! Ps 

~etLCaced floors comprising about 90,000 | of the Westinghouse Electric & a 

sq. ft. Mfg. Co. 7 
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NEW SALES HEAD FOR 
“DUCHESS” WASHER 
F. W. McGrath is now in 
harge of sales for the Appliance 
Mfg. Co., Alliance, Ohio, manu- 
acturer of “Duchess” washers. 





F. W. McGRATH 


He was formerly with The Bar- 
ton Corp. as vice-president in 
charge of sales and was with 
Haag Bros. Co., for five years as 
eastern division manager, and 
prior to that, in the sales organ- 
izations of the Easy Washing 
Machine Co. and the old Gain- 
aday (Pittsburgh Gage & Supply 
Co.) of Pittsburgh. 


WOODS, NOW MANAGER 
WAYNE HDWE. CoO. 


Otto M. Woods, merchandise 
manager of the Wayne Hdwe. 
Co.. wholesale company, Fort 
Wayne, Ind., was named general 
manager and second vice-presi- 
dent of the company at a recent 
board of directors meeting. Mr. 





Group photo taken at Gillette 


W. E. Gentle, 


MARCH 20, 1941 


| which was founded in Fort 


| Seavey Hdwe. Co., and the name 


Safety Razor Company’s head- 
quarters in Boston, Mass., during a recent annual meeting of | 
district managers and special representatives. Front row, left to 
right: W. J. Hill, Baltimore, Md.; J. A. Testa, San Francisco, 
Calif.: Morris Greene, New York City: E. C. McCabe, Denver, 
Colorado: Sales Manager Herbert Marcy, Boston, Mass. Middle State 
row, left to right: F. A. Miller, Kansas City, Mo.; L. G. Murray, 
Jacksonville, Florida; N. G. King, Boston, Mass. Top row, left 
to right: H.W. Risberg, Chicago, Ill.; E. C. Perusse, New York 
City: Jack Finn, Cleveland, Ohio: C. B. Guild, New York City: 


Woods succeeds Robert R. Enoch, | 
who was with the company ap- 
proximately 20 years. Mr. Woods 
had been elected a director of the 
company in January. He _ has| 
been associated with the firm for | 
more than 30 years. 

All other officers were re- 
elected. They are as follows: 
Frank H. Cutshall, president; 
John B. Spatz, first vice-presi- 
dent; Raymond F. Bail, secre- 
tary, and Elmer V._ Parker, 
treasurer. Other directors of the 
company are: Dean  Cutshall, | 
Harry A. Hattersley, Martin J. | 
Grace, Neil A. McKay, Arthur 
H. Peters, and W. A. Stockman. 
The Wayne Hardware Co. is 
the outgrowth of the Prescott | 
Srothers & Co. Hardware Co.. | 


Wayne in 1862. The company 
was incorporated in 1914 as the 





was changed to Wayne Hard- | 
ware Co. in 1920. | 


_- 


WM. H. COLE & SONS NAMED | 


Keut-THE LOOKERS BECOME 
“PLANET, JR.” DISTRIBUTOR BUYERS WHEN THEY SEE 
Charles St. Baltimore, Md., has| THE PLUS VALUE IN 
taken over the distribution of the NATIONAL WINDOW SCREENS 


full line of “Planet, Jr.” farm | 
and garden tools manufactured | 
by S. L. Allen & Co., Philadel- | 


phia, Pa. 





EXTRA value is written all over National Window 

SYRACUSE DISTRIBUTOR Screens! Their superior finish and extra features 
PREMIER VACUUM CLEANER (including the famous KWIK-LOK device) turn 
The EM Clee! Ca. even the “lookers” into buyers. And wait until 
Syracuse, N. Y., has been ap- they see how smoothly these handsome, sturdy 
pointed a distributor of Premier extension screens slide on steel runners! Such value 


Vacuum Cleaners, as announced builds satisfaction . . . keeps your customers sold. 
recently by the Premier Division 
of the Electric Vacuum Cleaner 
Co.. Inc., Cleveland, Ohio. 





YOUR JOBBER offers a wide variety of styles in National 
Window Screens, Screen Doors and Window Ventilators. Ask 


him today about these value plus products. Quick deliveries. 
| SCREEN DOORS WINDOW SCREENS 
ae | WIN D O Wi. VENTILATORS 


Naticual ATTN Yeo 77776 Oc} 


USE THIS © 
NATIONALSCREEN Co.,INC., Suffolk, Va. 


nd us a copy of your 1941 catalog show- 
ete line of National Screen Doors, 


s and Ventilators. 











Please se 
ing the compl 
Window Screen 


Name 


Address 





City 
NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 
PETERSON & LOWE 
22 Light St., Baltimore, Md. 








Chicago, Ill. 




















At the meeting of the Los Angeles Pot and Kettle Club held at Long Beach in conjunction 
with the Southern California Retail Hardware Association Convention, chairman of the meet- 
ing, Jos. V. Guilfovle, is introducing the featured speaker, Veach C. Redd of Cynthina, Ky., 


to the club's presiding officer, first vice-president A. F. Tengwald. 


Also at the head table, 


left to right, are: F. C. Brose, corresponding secretary; A. H. Howson, second vice-president; 
Redd; George W. Green, president, NRHA, and Marion 
Hammersly, past president, Southern California Retail Hardware Ass'n. 


Vessrs. Tengwald; 


. 


Guilfoyle ; 


LOS ANGELES POT & KETTLE CLUB MEETS WITH CALIFORNIA ASSN. 


Climaxing two months of 
splendid meetings under the 


newly elected officers of the Los 
Angeles Pot and Kettle Club was 
the complimentary luncheon 


given the club by the Southern | 


Hardware As- 
Hotel Hilton, 


California Retail 
sociation at the 


Long Beach, during the annual | 


convention and exposition of the 
retail organization. 

Managing director Jos. V. Guil- 
foyle of the Southern California 
Retail Hdwe. Assn., also a club 
member, served as chairman of 
the day. His featured guest, 
Veach C. Redd of Cynthiana, Ky.., 
past president N.R.H.A., said in 
part: “Every day brings new 
problems, so one needs to map 
out a continuous plan of action. 

“The will 


buy zoods to sell and not to save 


wise business man 


inventories: his store 
will be 
profits from business will come 


money on 


operations keener, as 


from good management and not | 


from the prerogative of just be- 
ing in business; make allowances 
for increased taxes; keep out of 
debt; keep up sales promotions: 
know what he 
can get for it: 
to take advantage of 
portunities; have as his creed of 
operation “The American Sys- 
tem’ of doing things.” 

George W. Green, Long Beach 
retailer and president N.R.H.A.., 
traced the changing retail 
ditions, summing up his retailing 
psychology in his belief of the 
continuing of two types of retail 
businesses, the great chains with 


has, is 
need new vision 


new op- 


con 


their price appeal, and the indi- | 


vidual stores operated with their 
quality and service appeal. “As 
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what he | 


time both branches of 
retailing will grow further apart. 
Hardware retailers must 
which group they 
then build their business accord- 
ingly,” he admonished. 

Previous to this meeting was 
one presented by Fred C. Brose 
in which W. L. Wiesinger of the 
Los Angeles Arson Bureau told of 
the experiences of the Bureau by 
picture and story. A HARDWARE 
Ace meeting had David Widdess, 
furnished an excellent en- 


goes on, 


decide 


want to be, 


who 


OFFICERS ELECTED FOR 
WITTE HARDWARE CoO. 


At the annual stockholders’ 
and directors’ meeting of the 
Witte Hardware Co., wholesale 


hardware firm, St. Louis, Mo., the 
following officers were elected: 

Hartmann: 
Car- 


President, Conrad 
vice-president, Charles HL. 





CONRAD HARTMANN 


tertainment in reading the char- 
acteristics of members through 
their handwriting. 

The sports committee under 
H. E. Baker is presenting a series 
of golf tournaments, while the 
Club’s bowling teams are settling 
down to real 
rolling. 

President C. 


some 


competitive 


H. Hobson, who | 


has been seriously ill for several | 


months, was warmly welcomed 
at his initial appearance as off- 
cial presiding officer. 


DeVILBISS COMPANY 
ELECTS TWO NEW 
VICE-PRESIDENTS 


The election of two new vic 
presidents, has been announced 
by the DeVilbiss Co.. Toleds, 
Ohio. They are Howard P. 
DeVilbiss and Roy A. Guyer. M: 
DeVilbiss is the son of the lat 
A. DeVilbiss, who con 
ceived and developed the com 
pany’s industrial division, M: 
DeVilbiss has been active in th: 


Thomas 


company since his father’s death: 
in 1928. 


Mr. Guyer, sales manager © 


the spray painting division, ha- 
been with the DeVilbiss Company 


for 29 years. He is widely 
known among automotive dis 
tributors, paint manufacturers, 


automobile, railway and oil com 
pany executives. Mr. Guyer at 
present 
organization committee, Used Car 
Institute. 

In addition to the appointment 
of Messrs. DeVilbiss and Guye 
to vice-presidencies the following 
officers were re-elected at the De 
Vilbiss annual meeting; Allen D. 
Gutchess, president; Frank A. 
Bailey, vice-president and genera! 
manager, and Walter W. Conklin, 
secretary and treasurer. 





ERNEST W. DAVIS JOINS 

WHITLOCK SUPPLY CO. 

Ernest W. Davis has become 
associated with the Whitlock 
Supply Co., 71 Warren St., New 


| York City, locksmith supply firm, 


| 
penter; vice-president, George R. 


Rahing; secretary and treasurer, 
A. W. Wolters. 
company are: 


Mrs. F. A. Witte, 


| Walter Schulz, and Messrs. Hart- 


mann, Carpenter, and Rahing. 


SIMPLIFIED PRACTICE 
MACHINE, CARRIAGE 
LAG BOLTS REAFFIRMED 


(Washington Bureau 
of HARDWARE AGE) 


Directors of the | 


The simplified practice recom- | 
| mendation covering machine, car- | 
| riage and lag bolts, promulgated 

in 1937 by the Division of Sim- | 


plified Practice of the Bureau 


of Standards, has been reaffirmed | 


without change by the standing 
committee of the industry. 


The recommendation, copies of | 


which are available at the Gov- 


ernment Printing Office in Wash- | 
Mfg. Co., 


ington, standard _ stock 
production sizes of square-head 
machine bolts, hexagon-head ma- 
chine bolts, square-neck carriage 
bolts, and lag bolts. 


covers 


as representative in the metro- 
politan New York territory. Mr. 
Davis was for more than 25 years 
a representative of the Graham 





ERNEST W. DAVIS 


Derby, Conn., key 
blank manufacturer and for a 
number of years had maintained 
a locksmith supply jobber’s busi 
ness in New York City. 


HARDWARE AGE 


is also chairman of the 
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Let this machine keep track of your 
business for you! The Corona Cashier (cash registering and 


adding machine combination) gives you a 
running record of each day’s sales. 

It classifies sales by commodities and by 
clerks. It accounts for cash in, cash out and 
charges and credits. It safeguards receipts... 
keeps details confidential with locked tape. 

The Corona Cashier is also an attractive 
addition to your counter, and wins good 
will from your customers. 

See any local Corona dealer for free trial 


or write us. 


L C SMITH & CORONA TYPEWRITERS INC 
Adding Machine Division « SYRACUSE,N. Y. 


CORONA CASHIER 


The Corona Cashier does these things for you 


Rings up sales 

Adds day’s business 

Speeds up sales 

Safeguards receipts 
Classifies sales 

Builds customer confidence 
Saves you time and money 





NOuh WN 


A GREAT VALUE 
MODEL 10KE24 $150 
other models as low as $101 





-—-MAIL THIS COUPON TODAY-—- 
LC Smith & Corona Typewriters Inc 
Adding Machine Div., Desk Y1 
Syracuse, N. Y. 

Without obligation to me please send illustra- 
tions and prices of Corona Cashier. 


Name 


Address 
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“IT SEEMS AS IF THE PLANE FLIES RIGHT 
TO YOUR SHIPPING DEPARTMENT!” 





... says George H. Griffiths, 
President and Publisher 


of Hardware Age 


Not magic, but speed... both in 
the air and on the ground ... is 
the reason Air Express seems 
to bring shipments flying right 
to your store or office. Special 
pick-up and special delivery ser- 
vice is a“ plus” for which no ad- 
ditional charge is made within 
our regular vehicle limits in 


all cities and principal towns. 


Combined with 3-mile-a-minute 


sky-speed, this special service makes Air Express the fastest way to 


receive or send “most anything. 


Use it regularly. Air Express can 


help pep up turnover, cut down cost of inventory. Coordinated 


air-rail service to off-airline points border to border. coast to coast. 


International Air Express service to many foreign countries. For 


service, -imply phone Ramway Express, Arr Express Drviston, 








The Sky Speed-way for Modern Business 
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i: hundred and fifty years of continuous service with 
the Janney-Semple-Hill & Co... Minneapolis, Minn.. 
wholesale hardware distributors are represented by five men 
of that company who are members of the HarpwARE AGE 
‘Fifty-Year Club. In their affiliation with the hardware 
industry, three of the men were also affiliated. for a total of 
37 extra years with other hardware organizations, bringing 
their grand total of active service in hardware to 287 years. 
The Janney-Semple-Hill & Co. organization, itself, will cele- 
brate, in a few months. its 75th year of service to the retail 
hardware trade. 


CHARLES F. LECKIE. head of the pricing department. 
is 83 years of age and has been a hardware man for 68 
years. His entry in the hardware field was in Dubuque. 
lowa, where he became associated with a wholesale hard- 
ware, machinery and seed firm in 1873. He tells us that he 
helped set up one of the first self binders on the market. 
loaded many shells by hand and filled many small seed 
papers for the retail trade. He left Iowa in 1877, moving te 
St. Paul, Minn.. where he was employed by a wholesale 
hardware house. Four years later he joined Janney-Semple- 
Hill & Co. Hunting was his chief hobby. in former years. 
Right now he particularly enjoys attending the movies. 


J. W. SPRAGUE. credit manager. has been a hardware 
man for more than 53 of his 67 years. The first seven years 
of his hardware career he was with the Haynes & Challenger 
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Hardware Age 
Fifty Year 
Club 


Co., Bangor, Me. Heeding the advice to “Go West. Young 
Man” he moved to Minneapolis in 1895 and became affli- 
ated with what is now Janney-Semple-Hill & Co. Mr. Sprague 
has long been a member of the Minneapolis Credit Men’s 
Association. having served as president of that organization 
for one year. He was also a director of the association for 
several years. 


ROBERT STINE, who celebrated his 71st birthday on 
Jan. 2. 1941. became an employee of Janney-Semple-Hill & 
Co. in October, 1889, being foreman of the stock room for 
many years. In recent years he has been employed in the 
hardware department as an order clerk. His hobby is a 
small farm at Riley’s Lake, Minr.. where he enjoys fishing 
and raising good healthy chickens. 


CHARLES M. PERRY. a member of the city sales depart- 
ment. entered the hardware business 51 years ago. his first 
hardware affiliation being with Adams Bros. Co., Knoxville. 
Tenn. He is 69 years of age and says that he enjoys all 
types of sports. 


JOSEPH GATES. a packer, is the oldest active employee 
of the company and joined the company’s staff in 1878. He 
is four years older than the concern. In earlier years he 
enjoyed fishing for game fish. playing and watching baseball. 
He continues. at the age of 79. to’ follow baseball news very 


closely. 





Left to right, front row: Charles F. Leckie, J. W. 
Sprague. Rear row: Robert Stine, Charles M. 
Perry and Joseph Gates. 
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IN RETAIL SALES 





With its world-wide reputation in all fields 
where mowing is serious business, TORO is 
the name that clinches sales for the retailer. 


a The HOM ELAWN 


cUuTS % TO 
TWO ACRES 
AVAILABLE 


IN 
18” & 21” SIZES 


The STARLAWN 


CUTS 334 TO 
5% ACRES 


AVAILABLE 
IN 
24-27-30" SIZES 


These 2 mowers give you a range of sizes and 
prices to fit the needs and pocket-books of 
all homes and institutions. If you believe that 
satisfied customers are your best asset, better 
sell Toro Mowers. 


WRITE FOR ILLUSTRATED CATALOG 
AND TORO SALES PROPOSITION 


TORO 





MANUFACTURING CORPORATION 


MOWING MACHINERY SPECIALISTS FOR OVER 20 YEARS 
MINNEAPOLIS MINNESOTA 
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SAFE ELECTRIC FENCE 
CONTROLLERS 


@ HIGH LINE “002 
Se od 
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WIRE AND ELECTRIC FENCE WINDOW 


Merchandise: Field fence, poultry fence and netting, wire nails, fence staples, fence 
posts, barbed wire, smooth wire, electric fence controllers, batteries, switches, elec- 
tric wire, insulators, friction tape, fuse plugs. 


Background: Center pen é@fvermilion corrugated board or wallboard. Side panels 
of yellow sieesrial. Cut out letters in white. 


Give Them an Incentive 

















- located in 


rural sections will find that the oc- 
casional displaying of some of the 
heavier farm items will be well 
worth while. The window show- 
ing various types of fence, netting 
and related items is an example 
of this idea. There are many other 
lines that could be promoted oc- 
casionally in this manner in the 
hardware store. 


Contests Build Store 
Traffic 


Most people are more interested 
in playing or working harder if 
some incentive is provided. This 
also applies to customers coming 
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to your store. Give them an incen- 
tive to make them visit your store 
more frequently and they will buy 
more and enjoy doing it. 

Contests are one way of provid- 
ing an incentive or reward for 
people to come to your establish- 
ment. During the fishing season 
introduce a contest and offer an 
award for the largest fish regis- 
tered. The amount of the award, 
while important, is not the only 
thing that appeals to the fisherman. 
He likes the glory that goes along 
with winning and usually these 
contests are most productive for 
the store. 

It is not difficult to hold several 
contests all at one time, especially 


HARDWARE AGE Original 


if the contest is simply a matter of 
recording and measuring the size 
of the fish caught. 


Getting Action 
in Window Displays 


Something moving in a window 
will always arrest the attention of 
the passersby. A person may not 
stop unless particularly interested 
in a certain item or curious about 
the action, but all of them will 
look at the display. 

One of the easiest, and often the 
least expensive means of securing 
action in a display, is to operate 
some items of merchandise. This 
is suggested in the farm fence 


HARDWARE AGE 
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SPORTING GOODS WINDOW 


Merchandise: Casting rods, creels, minnow pails, baits, plugs, fishing lines, reels, fly 
boxes, sinkers, hooks, leaders, tackle boxes, roller skates, portable radios, golf clubs, 
bags, golf balls, tees, tennis rackets, tennis balls, racket presses, covers. 


Background: Center panel of azure blue corrugated board or wallboard painted. Side 
panels of yellow material. Cut out letters in yellow. 


window. The electric fence con- 
trollers can be shown in operation. 
Usually there is a colored light 
that blinks when the unit is work- 
ing. This flashing will interest 
people and causé them to stop. 

It is always a good plan to have 
cards explaining the action so the 
onlooker will feel satisfied with 
the demonstration. No orte likes 
to stop to see a display of this type 
and then go away completely un- 
informed as to what it’s all about. 

In the fishing tackle window, a 
turntable is suggested for the cast- 
ing rods. A rack holding several 
types of rods should be placed on 
the revolving top so that as the 
display turns all rods can be seen. 
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Small cards with prices should be 
attached to each rod. Information 
as to the type of rod and the fish- 
ing for which it is best adapted, 
could also be included. 


Background Signs 


A selling message or suggestion 
in each window is essential if the 
best results are to be secured. This 
is placed on the background panels 
in the Harpware Ace Original 
Window Display Suggestions pre- 
sented on these pages. 

Letters cut from corrugated 
board background material are 
very suitable for this purpose and 
the cost is low. One manufacturer 


for Visiting Your Store! 


Window Display IDEAS 


of this type of material imprints 
letters and figures in several sizes 
on the back of the board. The 
dealer needs only to cut out the 
necessary letters and they can be 
glued or pinned on the back- 
ground. 

Another type of letter for this 
purpose has a sticky rubber back 
so that it will adhere to any 
smooth, clean surface. The face of 
the letter comes in_ leatherette, 
cork and other finishes. A number 
of different types of alphabets are 
also available. 

Harpwake AGE will gladly send 
dealers or individuals the names 
of several manufacturers of this 
material upon request. 
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Myers Sump Pump 


This improved design sump pump ot 
cellar drainer for basement and emer 
veney drainage is said to be large 





enough to meet needs in dwellings and 
is also used extensively for drainage 
purposes in boiler rooms, sub-basements 
and for similar services. It is only 
necessary to set the pump in a sump, 
which is usually made by sinking a 
length of sewer tile in the floor, attach 
discharge pipe and plug electric cord 
into convenient outlet. As water rises 
in sump, it causes float to raise and 
starts pump by tripping automatic 
switch. When water has been dis 
charged float falls and stops pump auto- 
matically. Base, pump parts, strainer 
and supporting column are of bronze 
or brass for resistance to corrosion and 
rust. Capacity of the unit at 1 ft. total 
head is 2400 GPH:; at 19 ft. it is 250 
GPH. The F. E. Myers & Bro.. Ash- 
land, Ohio. 


Fan Catalog 


“Emerson - Electric Fans for 1941” 
features new and improved fans in the 
line by The Emerson Electric Mig. Co.. 
St. Louis. New desk and stand fans: 
a complete new line of air circulators; 
improved ceiling fans; a new line of 
kitchen ventilating fans are described 
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with detail construction features. Per- 
formance and prices are given for all 


models, 


Boiler Plug 


Said permanently to stop any boiler 
leak. Welds the hole with lead like a 
wiped joint. Made of steel, cadmium 
plated. Bolt said to have a safe break- 
ing strain of 800 Ibs. Tightens with a 





boueEeR = 
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12-in. monkey wrench. Packed 12 to a 
display card. Burke Mfg. Co., 4123 
Payne Ave., Cleveland, Ohio. 


Thermos” Pint Assortment 


Offering an eye-catching,  slip-over 
counter display, The American Thermos 
Bottle Co., Norwich, Conn., has an- 
nounced a special assortment of “Ther- 
mos Brand” vacuum bottles. Known as 
“Thermos” package No. 4133, it  in- 
eludes five No. 34A pint bottles with 


New and Improved Merchandise—Display Helps—Sales Literature— 


Wood Siding Nails 


A new nail said to be non-loosening 
and rustproof has been introduced for 
wood siding by the W. H. Maze Co.., 
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Peru, IL, known as the “Zinclad Wood 
Siding Stay.” To prevent loosening and 
pulling out, it carries a series of raised 
retaining rings on the shank. When 
driven, these rings are said to imbed 
themselves in the wood and step-up the 
holding power and prevent the nail 
from “popping” out. Has heavy zinc 
coating applied by the dipping process 
to provide rust resistance. Has check- 
ered head to provide a better bond for 
painting and prevent shedding. Stays 
come in six sizes. 


red “Atherlite” heat-resisting cups; five 
No. 7 pint bottles with aluminum cups, 
and a display card which slips over the 
cup of any “Thermos” pint vacuum 
bottle. The 10-bottle assortment with 
display piece is being sold to the trade 
at $6.70, which gives the dealer a per- 
centage of saving of 6.3 per cent. This 
offer will be withdrawn April 30, 1941. 
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Window Trims—New Packages 


*“Fleetbar” Hedge Cutter 


Combs, cuts, and trims hedges. Can 
also be used for cutting grass, weeds, 
ete., around objects and laces, formerly 





inaccessible, maker states. Cutter has 
cutting and safety features such as a 
double edge, reversible and readily re- 
placeable blade. May be operated left 
or right handed, and in vertical or 
horizontal position. Fleetbar Mfg. Co.. 
614 N. Cicero Ave., Chicago, Il. 


Packaged Filter-Blower Units 


The compact, completely assembled 
filter-blower units, 400 Series “Blow- 
ettes,” to install in dwellings of five or 
six rooms are said to combine all the 
sturdiness, efficiency and quietness of 
the larger Lau package units, but to 
sell at a price so low that every home 
owner whose house has a central warm 
air heating plant can afford one. It is 
shipped assembled from the factory. 
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for Retail Hardware Stores 








There is a large access door to permit 
change of filters, and easy service in 
viling the self-aligning bearing. The 
pulley belt may also be easily changed 
through this access door. The large 
filter in leak-proof filter frame can be 
easily changed as it slides in and out 
like a drawer. Complete sales informa- 
tion is explained in a new catalog. 


This, together with prices and complete 
information, may be obtained from The 


Lau Blower Co., Dayton, Ohio. 


New Colors—Catalogs 








Display Helps 
F. H. Woodruff & Sons, Inc., Mil- 


ford, Conn., is offering dealer free 
quantities of a four-page newspaper, 
Better Lawns, upon promise of con- 
sumer distribution. This bulletin may 
be obtained with dealer imprint with 
orders above a certain amount. A wire 
display rack for the bulletins is also 
offered free. A booklet, entitled “Some- 
thing About Turf,” is also available 
free in reasonable quantities. 








NOW! buried saw horses -trestles 
af any dize-simply, one eahily - 


IRONORSE 
METAL JOINTS 


POWERFUL SCISSOR GRIP 

“THE HEAVIER THE LOAD 

THE TIGHTER THE HOLD" 
Constructed of steel. Rust-proof 
aluminum finish. No nails, bolts 
or screws. Fit standard size 2x4 
finished lumber. Make saw horses 
or trestles any height, any 
length, for temporary or perman- 
ent use. Easy to carry—easy to 
use. 
A THOUSAND USES around home, farm, store and factory—saw 
horses, lumber racks, carpenter scaffolds, work benches, barricades, 
painting and repairing scaffolds, mortar and brick racks, home repairs, 
painting, screening, storing, picnic and party tables, boat supports, 
playground helps, swings, seesaws, quilting platforms, sewing benches, 
work benches, display tables and many others. 


Dealers—Order from your jobber today or write us giving jobber's name. 
Jobbers—Send for descriptive catalog page and list prices. 


Now being advertised in Better Homes and Gardens and Popular 
Mechanics. 


IRONORSE DIVISION of PANELLIT DISPLAYS, INC. 


1528 Armitage Avenue Chicago, Illinois 
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**Kol-Gas” Heater 

Takes a charge of 110 lbs. of coal. 
Maker states it will heat all day and 
all night without refueling and that 





only one fire need be lighted at the 
beginning of the heating season. Heater 
cokes the coal and burns the gases by 
means of an ingenious air circulation 
through flues around the fuel chamber. 
Volume of heat is controlled by air 








gather. 
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SELF-DEMONSTRATOR 
It’s FREE for Hardware Open House 


Set this 
kit wherever you want the crowd to 


try-it-yourself demonstrator 


It has color, flash, animation 
and just enough sound to stop them | 


SpeedWay 


with a drill bit, but blocks of wood 
and iron for customers to drill holes 


takes both below and above the fire. 
Grates may be shaken without opening 
ash pit door. Auxiliary combustion 
chamber or heat booster adds to the 
fire travel and makes possible more 
thorough combustion of gases. Kol-Gas 
Heater Co., Nashville, Tenn. 


Swing Door Holder 


No. 268—said to lock door by simple 
application of mechanical science rather 
than by force, thus obviating any rack- 
ing of door or hinges. Prevents door 
from swinging in either direction. lt 
is necessary to push the plunger only 
far enough down so rubber roller comes 





in contact with the floor. Tripping 
spring latch with toe releases door. 
Richards-Wilcox Mfg. Co., Aurora, Il. 


Everyone will want to try this | 


not only the smart little 
natural pistol-grip Drill 
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Everybody will want to try it, and in 
the hand, this drill is half sold, for 
there’s a thrill in the way it goes thru 
wood or metal. Whether you have 
ever sold tools before or not, you'll 
want this SpeedWay display for Open 
House. It’s yours absolutely free too 
(1 to a store) with an order for one 
SpeedWay No. 69 %” Electric Drill, 
list price, $7.95. 


Order today from your jobber, or 
write for description of all SpeedWay 
Home Workshop Tools, deals and 
dealer helps. 


SPEEDWAY MANUFACTURING CO. 
1836 So. 52nd Ave. 
Cicero, Ilinols 





Speedy Sprayer Display 


This new “Speedy Sprayer” display, 
offered free of cost to dealers by VW. R. 
Brown Corp., Chicago, Ill., features at 





a new low price of $18.25 “Speedy 
Sprayer” outfit No. 890, without motor. 
lt provides a practical way of showing 
the outfit on the counter, shelf or win- 
dow. Additional supplementary cards 
for use in window and on counter are 
also provided. The display holds the 
4, H.P. compressor, hose, gun and 
motor. In case the dealer does not stock 
the motors, a cardboard model of an 
electric motor is supplied, which when 
inserted in position completes the pic 
ture. The gun, held by a strong clip, 
can be removed and handled by the 
prospective customer. 


Abrasive Packaging 

Berea Abrasives, Division of the 
Cleveland Quarries Co., Tiffin, Ohio, 
is packaging its artificial and natural 
abrasive scythe stones, hones, sharpen- 
ers, files, etc., in attractive boxes for 
counter, shelf, and window display. The 
popular priced wood handle files, as 
well as oval and figure eight scythe 
stones, are pictured in their new attrac- 
tive orange and black containers. 
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High Capacity Sump Pump 


An increase in pumping capacity is 
the big feature of the new, improved 
line of “Floatless” sump pumps as an- 

















nounced by The Imperial Brass Mfg. 
Co., 1200 W. Harrizon St., Chicago, II. 
New models embody all the features of 
previous Imperial sump pumps, includ- 
ing “floatless” electrical control and 
brass and bronze construction. Principal 
improvement is a new type of forged 
impeller. Advantages claimed for the 
new pump include: extra safety in 
emergencies; makes possible the use of 
a low-cost pump in many cases where 
a higher priced one formerly was neces- 
sary to provide sufficient capacity; re- 
duces costs on pumps for deep sumps. 
New Catalog No. 441 give: complete 
information. 


*Swivelier” Socket 

Turns to full 90 deg.; rotates 360 
deg. when adjusted at any angle; wires 
cannot twist due to patented construc- 
tion; stays “put” at any angle. Has 





no wearing parts nor parts to tighten 
and is easily adjusted. All metal con- 
struction, completely enclosed. Reliances 
Devices Co., 140 Liberty St., New York 
City. 


Light Weight Garden Hose 


The “Junior Garden Club” announced 
by The B. F. Goodrich Co., Akron, 
Ohio, has a total weight, including 
couplings, of eight pounds. Designed 
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for many specialized services, where the 
regular size may be cumbersome, hose 
is said to carry from 65 to 75 per cent 
as much water as the conventional size 
at average pressure when attached to 
spray nozzle or sprinkler. Inside di- 
ameter is “4 in., while the standard 
inside diameter is % in. Hose, how- 
ever, is equipped with full size coupl- 
ings, to fit all standard bibs. Made in 
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Your customers will buy smart, new products. So 
display your Dazey Segnanensanns acne neey with 






DAZEY CHURN & MFG. CO. (Se Coil wo. 


black, with decagon cover design, and 
is of the same quality as the company’s 
“Maxecon” hose. 


Clopay Venetian Blinds 
Most recent addition to the line of 


products of the Clopay Corp., Cincin- 
nati, Ohio, is a new type, low-cost 





venetian blind. Maker states these 
blinds offer the sales features of the 
more expensive blinds, yet retail at 
$1.40 to $1.98. They are said to be easy 
to put up and long-lasting, with slats 
of three layers of tough chestnut fibre 
which is durable and warp-resistant. 
Each blind is complete, equipped with 
automatic cord to lock blind at desired 
height and another to adjust slats to 
an angle. Baked enamel-paint surface 
is washable. 








AZEY 


KITCHEN HELPS 


DURING 
NATIONAL HARDWARE 


Sring OPEN HOUSE 


all these smart-looking devices. You'll be 

amazed how Dazey Kitchen Helps step u 
kitchenware sales. They’re mod- 
ern, colorful, and priced to sell! 
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Says 

George E. Camin, Mgr. 
Travis Murray Co., Inc. 
Owego, N.Y 


“Prime has proved to be not only 


one of our best profit items, but 


one of our greatest friend builders. 
We have never seen a dissatisfied 
Prime customer. We look forward 
to our greatest electric fence year.” 


What this merchant has done 


You can do 


building business and friendships with 





Electric Fence Controllers 


No isolated case is this. But typical of 
what happens when an alert merchant 
hooks up with the famous, widely- 
advertised Prime line. 

Here is proof of Prime’s ability to help 
you increase earnings and prestige. 
And the “UL” marker of Underwriters’ 
Laboratories is proof of the safety of 
Prime’s A.C. models. 


This season, pick and promote the line 
that has been profitable for thousands 
of dealers. 


High-line or battery — complete price 
range. Ask your jobber now. Prime 
sells only through jobbers. 


The Prime Mfg. Co. 


1669 S. First Street Milwaukee, Wis. 





Plug-In Bathroom Dryer 
“Hotpoint’s” new prometional dryer 

is designed primarily for use in the 

bathroom, and can be plugged into any 
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light socket. A Calrod unit sends heat 
over the articles hanging on the wooden 
Baby clothes; damp towels 
and washcloths; underthings 
items that must be dried from time to 
week--can be 
of sight. 
Hotpoint” 
promote 


cross-bars. 
all those 


time throughout the 
hung away and dried, out 
This dryer is available to 
retailers only, to help them 
“Hotpoint” home laundry equipment. 
Edison General Electric Appliance Co.., 
Inc., Chicago, Ill. 


Hoisting Equipment 

A revised edition of its general hand- 
operated hoisting equipment, trolleys, 
and cranes has been announced by the 
Wright Manufacturing Division of the 
American Chain and Cable Co., Inc., 
York, Pennsylvania. , Additions to the 
line include a floor type Gantry crane, 
a portable floor crane, and a new winch. 
Complete data are inclided on spur- 
geared, screw-geared .and differential 
hoist as well as considerable engineer- 
ing data on cranes, trolleys, and winches. 


“Non-Strip” Hack Saw Blades 


Made of special analysis tungsten 
steel. Maker states, that although they 
are hardened uniformly throughout, it 
is practically impossible to break them; 





may be twisted without fracture, and 
can be used in cutting thinnest sheet 
metal without danger of breaking out 
teeth. Recommended for cutting con- 
duit, thin sheet metal, thin tubing and 
pipe and all materials which cannot 
be held in a vise while cutting. Made 


by G. W. Griffin Co., Franklin, N. H.; 
general sales agents, John H. Graham 
& Co., Inc., 105 Duane St., New York 
City. 


“Gandy Doughmaster” 


Special canvas surface and knitted 
fabric jacket for the rolling pin hold- 
flour so it cannot slide away and also 
eliminates sticking to rolling pin. 
Frame holds canvas flat and in place 
on any table surface. Part of the frame 
forms a “stop” against table edge so 
it cannot slip. Size, 20 by 24 in. over- 
all. Used for kneading bread, rolling 
pie crusts, doughnuts, etc. No. 20 set 
consists of rolling pin, rolling pin covet 
“Doughmaster Pastry Board” and in- 
structions, all packed in maroon colored 
tube with metal ends, to retail at $1.75. 
No. 5 set consists of “Doughmaste 





NON-STICK CANVAS PASTRY BOARD 





FOLDS WHEN NOT IN USE... 









CANVAS IN PLACE || | 
ON ANY TABLE... | | 








Pastry Board,” rolling pin cover and 
instructions in printed envelope, to re- 
tail for $1.00. E. S. Gandrud Co., 
Owatonna, Minn. 


Illuminated House Number 
And Electric Push Button 


“Numeralite”—an_ illuminated 
number connected to push button cir- 
cuit. Uses 12-volt bulb and is said to 
consume about 3 cents of current per 
month. Remains lighted 24 hours a 
day. Easily attached. It is 2 in. wide 
and 10 in. high. Display board avail- 
able for cost of mounted items. Sug- 
gested retail selling price of “Numeral- 
ite” in hammered black finish, $1.50. 
U. S. Hdwe. Mfg. Co., 1600 Locust 
Ave., Brooklyn, N. Y. 
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Price-Protected Bike 

With “Puncture-Seal” Tube 
The Shelby Cycle Company, Shelby, 

Ohio, announces a new “Safe-T-Bike,” 

which is a trade-marked commodity, to 





be distributed only through retail mer- 
chants agreeing to maintain specified 
minimum prices. In return for the 
dealer’s cooperation in maintaining fair 


minimum price, the company will grant 
exclusive territorial franchises, it is an- 
nounced. Twelve important safety fea- 
tures are claimed for the “Safe-T-Bike,” 
a new “puncture-seal” tube that can 
be pierced by a ten-penny nail, the nail 
withdrawn and the puncture will be 
permanently sealed without appreciable 
loss of air pressure; new “powerbeam”™ 
headlight and genuine “Lucite” reat 
reflector with greater reflecting power; 
rear view mirror; safety crank; en- 
closed “ShockEase” fork. Each “Safe 
T-Bike” will be shipped from the fac- 
tory equipped with a genuine leather 
“Safety Kit” containing safety pledge. 
safe cycling rules, free membership 
card and badge in the “Safe Cycling 
Squadron.” New catalog available. 


**Auto-Cash” Gadget 


For attaching to automobile wind- 


shields or dashboards. It is equipped 
to hold a half-dollar, quarter, nickel, 





and two dimes and its purpose is to 
have money handy for tolls, ete. Le 
Roco, Inc., 236 W. 55th St... New York 
City. 


G-E Farm Catalog 


The General Electric Co., Bridgeport, 
Conn., has issued a new 1941 farm 
catalog designed to help dealers in sell- 
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ing in rural areas. The catalog is a 
consumer catalog and shows a repre- 
sentative line of all appliances, equip- 
ment and services of interest to farm 
families offered by all G-E departments. 
It has catalog numbers and prices. 


Two-Edged Hack Saw Blade 

A new development of Millers Falls 
Company, Greenfield, Mass., this two- 
edged hack saw blade costs only 50 per 
cent more than a single edged blade 
and does twice as much work, its mak- 
ers claim. Teeth along the first cutting 
edge are set fractionally wider than 
along second to eliminate drag and 
wear. Guaranteed shatterproof and un- 
breakable, this blade has a special heat 
treatment which leave: teeth hard, ends 





and center soft. Company reveals that 
each side delivers full performance even 
on positive feed machines, cutting twice 


Every Home Should be Calked 


CUTS FUEL BILLS 


STOPS DRAFTS AND LEAKS -— 
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COMPOUND 


ECORA Calking Compound will bring more comfort 


the usual maximum depth at each 
stroke, thus reducing production time 
by half on hack sawing operations. 


New “Loma” 


“Loma” 10-6-4 is a new plant food 
for lawns, trees, and shrubs. It is twice 
as high in nitrogen a: regular “Loma” 














(5-10-4) and lower in phosphoric acid, 
and with the same percentage of pot- 
ash. Its price is slightly higher than 
regular “Loma” but it is not intended 
to replace it for general gardening pur- 
poses. Packed in 10, 25, 50, and 100 
lb. bags. The company has also issued 
a circular describing the new plant food 
and promotional plans for 1941. Ten- 
nessee Corp., 61 Broadway, New York 
City. 


$6.50 


With 3 Nozzles and 4 


Shipped Express 








Cartridges of approx. 


THIS 
GUN 


and greater fuel economy to any home. Pecora will OTHER 


permanently seal joints between all 
similar or dissimilar. Properly applied, it will not dry out, 
crack or chip. Pecora has been time-tested since 1908. It 
is the preferred calking compound for all important calking 
work and is available in bulk or in 
cartridges for small jobs. No material costs less than 
Pecora on a performance basis. Use and recommend Pecora 


for sure satisfaction. 





WRITE 
FOR 
BOOKLETS 






building materials, 


non-refillable metal 


Roofing Cements 
Furnace Cements 
Casement Putty 
Metal Sash Putty 
Glazing Putty 









Collect for 


ee 








net cash with order. 


Pa. 


dise 


oved credits 2 per cent 10 days, 30 days 


F.O.B. Phila., 


per cent 


” 








PECORA PRODUCTS 


Stove & Boiler Putty 


Perfect Patching Plaster 


PECORA PAINT COMPANY, Inc. 


Established 1862 by Smith Bowen 


Lawrence & Venango St. 
Member of Producers’ Council, Inc. 


Philadelphia, Pa. 
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Improved Steel Shelving 

The Aurora Equipment Co., Aurora, 
Illinois, now is in full production on 
a new line of improved, high load 
capacity steel shelving and steel stor 
age and display equipment. This new 
line has, as its basis, three different 
types of steel shelves with load capaci 
ties ranging up to 700 lbs., for a 12 
by 36 inch shelf. Greatly added strength 
and capacity are made possible by the 
use of a recently designed and exclusive 
channel type reinforcement, welded to 
the shelf itself and giving far more 
rigidity and ruggedness than _hereto- 
fore possibie. Either one or two of 
these reinforcing bars are used for each 
shelf, depending on the load capacity 
desired. The three types of shelves are 
as follows: Master Duty shelf, no re- 
inforcements, load capacity, 150 Ibs. 
with ample factor of safety; Heavy 
Duty shelf, reinforcement in front only. 
load capacity, 400 lbs. with ample fac 





“Juice King” DeLuxe tor of safety; Super Duty shelf, re 
inforcements front and rear, load ca- 
Smartly streamlined and finished in pacity, 700 lbs., with ample factor of 
chromium; 18% in. tall, 7 in. deep and safety. These capacities are for 12 by 
8 in. wide. Accommodates the large 36 inch shelves. The Aurora Equip- 
size glass. Cup and strainer are inter ment Compnay line, however, includes 
locking. Direct pressure over fruit. shelves 8, 12, 15, 18 and 24% inches 
For lemons, limes, oranges, and grape- deep and 2 or 3 feet in width. All 
fruit. Is being introduced as a novel shelves are adjustable, if desired, on 
and practical gift for the man’s home 144-in. centers, and shelf flanges may 
bar, and an essential in the kitchen. be turned up or down. Standard color 
Lists at $8.95. National Die Casting is olive green baked enamel, a finish 
€o., 600 N. Albany Ave., Chicago, Il. which has lifetime durability. 









































VERY year for over 40 years the record shas 
said, ‘“‘More people buy Screw Plates in March 
than any other month.” 
Put your “G.T.D. Greenfield” Screw Plates out 
where more of your customers will see them. Check 
your stock now. 


GREENFIELD TAP & DIE CORP. 
GREENFIELD, MASS. 


Detroit Plant: 2102 West Fort St. 
Warehouses in New York, Chicago, Los Angeles and San Francisco 
o Capada 







: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 





“Little Giant’”’ Screw Plates world's big “OK.” Jr. Screw Plates accurate but 
gest seller. economical. 


EENFIELD 


a TAPS . DIES . GAGES . TWIST DRILLS . REAMERS . SCREW PLATES . PIPE TOOLS 
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Vacuum Cleaner 


“Floor Cruiser”—may be easily con- 
verted from a hand cleaner into a floor 
model, similar in appearance to conven- 
tional floor cleaners, by inserting it into 
an exclusive tubular steel frame. West- 
inghouse Electric & Mfg. Co., Mans- 
field, Ohio. 


Spray Painting Equipment 

The DeVilbiss Co., Toledo, Ohio, has 
issued an attractive new catalog No. 
DH covering its 1941 line of automotive, 
portable and specialty spray painting 
equipment. The catalog covers, in con- 
densed form, complete spray painting 
equipment for such purposes as exterior 
and interior painting, automobile re- 
finishing, and equipment for automotive 
service, as well as air and fluid hose 
and many of the DeVilbiss specialties. 


Folding, Portable Drying Rack 


Provides over 8 ft. of drying space. 
Model 100 is cadmium plated, Model 
200, heavily nickel plated. Rack is 17 
in. long by 11% in. wide. Folds 
flat against wall when not in use. Model 
100 lists at 35 cents; Model 200 lists 
at 50 cents. Reiter Specialty Mfg. Co., 
504 McKee Bldg., Minneapolis, Minn. 
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Natural Finish 6-ft. Rule 


Built to retail at 29 cents, and in 
the natural wood with a hard, gloss 
finish, and dressed up with Lufkin 











name in red. This standard pattern 
6-ft. spring joint rule is graduated 
inches to l6ths, in 6-in. sections of 
durable. Tough hardwood with brass 
plated joints. It has clean and promi- 
nent black markings and figures easy 
to read. On rule No. 76 the number- 
ing commences on outside face, known 
as outside markings. Offered also is 
No. 76F, the same rule with inside o1 
flat markings. The Lufkin Rule Co., 
Saginaw, Mich. 


*“Hy-Test” Shear Assortment 


No. 2748—consists of assorted two 
pairs 7 in. and four pairs 8 in. straight 
trimmer shears; two pairs 7 and 8 in. 
bent trimmer dressmakers’ shears and 
two pairs 8 in. bent trimmer dressmak- 





‘American Speedy Spinner” 


A light weight, 5 lb. 10 oz. electri- 
cally driven disk sander. Has flexible 
rubber sanding disk to allow its use on 
curved surfaces. Equipment available 
is metal carrying case, flexible rubber 
sanding disk, disk cutter, mallet, sam- 
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ers’ shears with finger rest and seam 
presser. Red, white, and green colored 
display holds six assorted shears. Two 
cards (total of 12 shears) packed in 
box. The Acme Shear Co., Bridgeport, 
Conn. 


Deep Throated Toggle Pliers 


New rapid action toggle pliers with 
a 1'2 by 3 inch throat capacity, iden- 
tified as Model No. 450, are announced 
by Knu-Vise, Inc.. 16841 Hamilton, 
Detroit, Mich. Depth of throat is said 
to permit work being held several 
inches from the edge of the sheet or 
board. Toggle pliers are manually ap- 





plied by simply squeezing the handles, 
automatically locking in position and 
holding positively, but releasing in- 
stantly when desired. Said not to walk 
or creep and are quickly adjustable to 
accommodate different thicknesses by 
means of a small screw in the upper 
jaw. 


Knapp & Spencer Catalog 

Knapp & Spencer Co., Sioux City, 
Iowa, has issued Catalog No. 41,512 
pages, on its lines of shelf and heavy 
hardware, mechanics’ tools, farming 
tools, pipe, valves and fittings, nails and 
wire, builders’ hardware, cutlery, stoves 
and ranges, household equipment, arms 
and ammunition, sporting goods, fish- 
ing tackle, electrical appliances and 
supplies, radios, ete. 


ple package of paper disks, dust respi- 
rator, wrench, grease, wire brush, “Tam- 
pico” brush, bassine brush, palmetto 
brush, drill chuck and drill, paint 
stirrer, wool buffing and felt polishing 
pads. The American Floor Surfacing 
Machine Co., Toledo, Ohio. 
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@ Berea Abrasives sell readily because folks 
have used them... like them... keep ordering! 


The Berea Line presents many sales opportun- 
ities--- grinding wheels for the basement work- 
shop, garage, farm, or small industry... scythe 
stones, artifical and natural, in a wide choice of 


sizes and grips... knife sharpeners for the kit- 
| chen, hones for the workbench, rubbing bricks 
for concrete finishing... and the finest line of 
grindstones---motorized and foot powered--- you 


have ever seen! 


The Berea Line is described in our 1941 
Catalog. Send for your copy... you'll like 
the prices--- and profits! 


BEREA ABRASIVES 


Division of The Cleveland Quarries Co CLEVELAND, OHIO 
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” For Your Profits Sake!” 
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THAT'S GOING 
PLACES! 











Wit WAY 
SCREEN DOOR GRILLES 









































Everyone who sees this new grille likes it. 
And it's riding high on the proiit wave. NuWAY 
is different. te has everyth.ng—beauty. service. 
Gre appeal, easy installation. profit for you. 

prights are removable or adjustable, and edges 
are rounded to prevent cutting screen cloth. 
Anyone can install in 5 minutes with only small 
screw driver. 


~-DOES THE TRICK 

To secure tight. secure fit on 
screen door. simply adjust end 
caps on threaded horizontal 
rods, and attach screws. No 
cutting of rods which requires 
special tools. 


INSTALLED BY ANYONE IN 5 MINS. 
NO CUTTING — NO SPECIAL FITTING 
ADJUST END CAPS—ATTACH SCREWS 











New and improved push grilles with ends off- 
set to permit attaching on screen side or for snug 
fit against screen from inside. A low price qual- 
ity grille that is a profit maker. 


* Our Trade Mark means a product 
that has sales-appeal to the user and 


profit for you. 


MR. DEALER: For further details see pages 32 
and 33 our General Catalog. 


IMACKLANBURG; 
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Household Tool Kit 

This combination tool kit features 
five practical tools for household use. 
Contents include hacksaw with blade, 





hand drili, block plane, ratchet screw 
driver, cadmium-plated ball pien ham 
mer. Each set is packed in attractive 
display box 11'% in. by 15% in. Utilit 
Hardware Corp., 315 Berry St., Brook 
lyn, N. Y. 


Residential Paints 

Three new lines of heavy duty resi 
dential paints have been added to the 
regular line of heavy duty mainte- 
nance paints by the American-Mari- 


1 ‘VITDURA 
DECORATIVE 
ENAMEL 





Wastebasket 


A new wastebasket in three color 
combinations is being manufactured by 
Owens-lllinois Can Co., Toledo, Ohio. 


etta Co., 43 E. Ohio St., Chicago. The 
new decorative enamel line offers a 
wide range of colors including silver, 
black and white, and eighteen colors. 
Three new interior wall finishes are 
offered in eight colors and white in 
the gloss and semi-gloss finishes and 
in nine colors and white in the flat 
finish. The new house paint line is 
limited to seven colors, black and white 
and three trim and trellis colors. 


**Bee-Vac”’ Cleaner 
Model 400 — automatically finds its 


own adjustment on uneven floors or 
rugs of any thickness. Snap-on name- 





plate is easily and quickly removed for 
connecting attachments directly to cen- 
ter of fan casing through front of nozzle. 
Rear tilting features make it possible 
to release handle and leave machine 
running unattended; nozzle and revolv- 
ing brush automatically lifted from the 
rug. Built-in spotlight. Brush adjust- 
ment to take up wear on bristles. Sug- 
gested retail selling price, $39.50. Birt- 
man Electric Co.. 4140 Fullerton Ave., 
Chicago, Il. 


It comes in pastel green, wine red or 
royal blue and is decorated with a pat- 
tern of dogwood. Made to retail at 29 
cents the basket has a more expensive 
appearance. 
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Garden Seeds Build Traffic 


(Continued from page 50) 


and other pertinent data. is one of 
the firm’s most effective promotion 
mediums. These are mailed to the 
farmers in the territory and they 
are also given to customers in the 
store. In addition to this. news- 
paper advertising is used exten- 
sively in bringing this merchan- 
dise to the attention of users. 

Fach box has a white card in a 
metal holder on the front, giving 
information as to the variety, size 
of vegetable (where important), 
vear grown, germination, price, 
number of days to grow, and other 
essential data about the seed. 

Wherever a box has a red card 
in place of the usual white card 
for seed data this indicates that a 
price change has occurred since 
the catalog was issued. 

It is extremely important that 
seeds be kept clean and free from 
vermin. To this end moth balls 
are put in each box with the seed 
to keep out flies. At the end as 
well as at the beginning of the sea- 
son. the boxes as well as the seed 
itself are gassed with cynogas in 
a special chamber constructed for 
this purpose. This kills all vermin. 
thus assuring customers of seed as 
free of insects as is possible. — 


Talk May Be Cheap— 
But... 


(Continued from page 43) 


article, he or she should B-U-Y an- 
other one, just like they B-U-Y 
items in other lines to replace those 
that wear out, or break or go “out 
of style.” 

Every replacement that is not 
100 per cent justified because of 
actual defect, means a lost sale 
and lost profit for the retail deal- 
er. 

\ practical ban on the word 
“guaranteed” at the time of sale 
and a sensible but firm attitude 
when non-justified requests for re- 
placements are made would mean 
a large increase in sales and profits 
and reduction of expenses and 
losses by retail dealers throughout 
the land. 

Isn't “guaranteed” a too expen- 
sive word to be carelessly used in 
your store? 
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Sensational New 5” 
Educational Inflated 
Ball — 25c_ Retail 











INFLATED PLAY BALL DEAL 
No. 2982-9 
7] Balls of the latest, fastest sell- 
ing designs. Beautifully deco- 
rated in vivid colors with high gloss 
finish. Assorted in sizes 24” to 5” 
diameter retailing at 5c to 25c each. 
FREE DISPLAY. 


Retail Value Your Cost Mark-up Profit 


$9.60 $6.25 53.6% 


SPONGE RUBBER BALL DEAL 
No. 2982-6 


108 Balls including return and 
bounce styles in colorfully 
assorted designs. Sizes 2” to 2%” 
retailing at 5c to 10c each. All are 





fastest selling, most popular num- aa ferypone 
bers. FREE DISPLAY. aie oe 


Retail Value Your Cost Mark-up Profit 


$7.20 $4.75 51.5% 


SWIMMING CAP DEAL 
No. 1150-6 
6 Caps of the smartest, most 
modern styles and designs 
selected for fast demand and quick 
turnover. Popularly priced from 10c 
to 39c. FREE DISPLAY. 


Retail Value Your Cost Mark-up Profit 


$15.25 $9.00 69.4% 





*ASK YOUR WHOLESALER—OR WRITE FOR FULL DETAILS TODAY! 


SEIBERLING (27% r2020e15 co. 


354—4th Ave., New York City : Merchandise Mart, Chicago 
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Questions and Answers 


lection.” Sometimes they go and 
sometimes they do not. This is not 
anything new to the wholesale 
houses. I have heard it for 35 years. 
I was in San Francisco about a year 
ago. I saw a hardware store, went 
in and introduced myself, and told 
them J was in the wholesale busi- 
ness in Kansas City. They wanted 
to know if they couldn’t buy from 
me. I told them they had two fine 
wholesale houses right there in San 
Francisco, and they said: “Yes, but 
they sell to our customers.” Here, 
in Kansas City, however, we do try 
to direct the trade to the proper 
channels. I can’t really answer that 
question in two or three minutes. 
but I am willing to come up here 
any time when you will allow me 
sufficient time and go into it further. 


> ¢ 


Mr. Taylor: How many different 
sizes and types of lawnmowers 
should a dealer handle? 

Mr. Townley: 1 would say six 
mowers. Ordinarily we recommend 
two mowers, in a $13.00 price range. 
A new high-cut because they are 
advised in this area by the agricul- 
tural schools, and a dolled-up type 
with chromium trim and rubber 
tires. [ tell my clerks to keep the 
cheap one nailed to the floor, and 
try to sell the other one. 


> + 


Mr. Taylor: What is the best way 
to encourage my salespeople to sell 
more goods? 

Mr. Townley: Obviously any plan 
to encourage clerks to sell more 
goods is based on the proposition 
of giving them more money; that is 
assuming you give them plenty of 
opportunity to know their goods. 
Some of the local stores offer 15 per 
cent to their clerks, and see they 
sell $215 worth of merchandise in 
a week in order to make the 15 per 
cent. You must keep track of the 
sales of the clerk per week. and 
work out a plan to compensate him 
for what he sells. 


> + 


Ur. Taylor: Is it advisable for me 
to keep a record of sales in such a 
way as to know just how much each 
employee sells? 

Mr. Faeth: My thought on that 
would be that the record should be 
kept, but I don’t think I am as well 
qualified to answer that as the dealer 
himself. I would say rather that the 
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(Continued from page 62) 








SIGN SERVES AS 
ADVERTISEMENT 


A new neon electric sign featur- 
ing refrigerators and appliances 
now identifies the A. Westreich 
Co., well-known hardware and ap- 
pliance store of Brooklyn, N. Y. 
Several different colors are used 
in the sign and it can be seen for 
a great distance both during the 
day and at night. The sign ex- 
tends from the second floor to the 
top of the building in height. It 
can be seen equally well from the 
street or elevated line that passes 
the store. 





salesmen keep their own records, 
and you check them now and then, 
as that would save your time. 


> + 


Mr. Taylor: Is it advisable for me 
to build up my stocks of staple mer- 
chandise at this time if I can do so 
without straining my credit? 

Mr. Johnson: I believe that an in- 
crease of staple merchandise is de- 
sirable at this time, if that increase 
can be done out of cash reserves. 
Even in these strenuous times it is 
not advisable to build up your stocks 
if it means you will lose your cash 
discounts, 


> ¢ 


Mr. Taylor: Is it against the law 
to buy old liquor bottles for use in 
selling oil, turpentine, etc.? 

Mr. Pinkston: I assume he is go- 
ing to buy these bottles empty. We 
failed to find (through our legal 
advisers) in Missouri and Kansas 
statutes any law prohibiting this. 
The old labels must be removed, 
however, and the tax stamp, and a 
new label must be put on it. 


> + 


Mr. Taylor: Is it worth while to 
employ outside concerns to make 
periodic checks of salespeople to de- 
termine whether customers are being 
handled properly, and all cash taken 
in is properly registered? 

Mr. Pinkston: 1 think the proper 
answer would depend a good deal 
on the size of the sales organization. 
Most of us resort to some kind of 
check-up because we are naturally 
concerned with the way people are 
greeted and served. In a small or- 
ganization I would advise against it. 
If there was some sort of organiza- 
tion to check up on us, without hav- 
ing us know it, it would be a big 
help to us. 

> <> 


Mr. Taylor: Do you favor a job 
ber advertising cooperation with the 
dealer, such as free cuts and sug- 
gestive layouts? 

Mr. Woodmansee: I do favor co- 
operation on cuts and free advertis- 
ing service when manufacturers also 
participate. All of us are glad to 
assist the dealer in whatever way we 
can to help out, and will go right 
along with him. I also believe that 
the manufacturers feel the same 
way. 

(Continued on page 132) 
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SPECIAL for -9°"™™” OPEN HOUSE 






Wy 7) ae 
Feature “E-Z” Seal 4. : Free With Order 


During Open House_ 


Here’s the new gadget-less pressure 
cooker, an exclusive NATIONAL cre- 
ation. Use it for canning (canning non- 
acid foods under pressure is the only 
safe way says U.S. Dept. of Agricul- 
ture) . . . and use it for cooking (in 
one-third the time, one-fourth the 
fuel). Six new sizes. 


Over 15 Million Ads 
Help You Sell 


Right at the start of canning season comes Open House, ———— ‘ ™ 
just the time to feature pressure cookers...and the | Some prefer o SGT T/ (Bai Tay, 
perfect time to introduce the “’E-Z Seal’ that’s really | °4" '" "'™ SARSEELIAUEL ES 
news. Backed by an unprecedented national adver- | iro Se poets 
tising campaign ““E-Z Seals’ will make history. | =” 













The new “’E-Z Seal’’ with the special 
Open House Display Units .. . top 
piece that features “First Showing’, 
band piece to emphasize its “‘gadget- 
less’ streamlining ...and the auto- 
matic demonstrator that actually sells 
the “’E-Z Seal’’. 


| SEE THE NEW NATIONAL 
E-Z SEAL 
PRESSURE COOKER 


Om. 








eer 








NO BLENDING 
OF OpoRs 
OR Flavons 









NATIONAL PRESSURE COOKER CO. 


EAU Ch Mae et SCONSIN 

















x DOUBLE FEATURE x 


New LINCOLN High Pressure Grease Gun Display 
and new KLEENSEAL Grease Fitting Assortment 


¥%* Small investment in stock enables 

ou to make quick sales of popular 
Sinedio grease guns and fittings to 
owners of tractors, farm implements, 
trucks, automobiles, machinery, etc 


LOST and BROKEW 
GREASE FITTINGS Guese 





% Carton provides place to keep 
stock—and makes an effective 
counter display. 


No. 5582 KLEENSEAL Grease Fit- 
ting Assortment consists of 14 cans, 
containing a total of 455 popular 
Fittings. Ideal for supplying the 
replacement needs ST fascese, 
contractors, etc. 

No. 5578 KLEENSEAL Lever Gun 
display package includes only 4 No. 
1081 guns, and No. 5579 display 
package includes 4 No. 1082 guns. 

Get Bulletin 309 for complete 
information. 





* 


Ask your nearest Lincoln jobber for details on complete line, or write us 
* 


LINCOLN ENGINEERING COMPANY, St. Louis, Mo., U. S. A. 
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Kelley-How Thomson Co. Show 





Attended by More Than 600 





1—R. W. Higgins, vice-president, treasurer and general manager, Kelley, 
How-Thomson Co.; 2—M. F. Cotes, vice-president, Duo-Therm Divi- 
sion, Motor Wheel Corp., Lansing, Mich.; 3—William Stout, Tru-Test 
Marketing & Merchandising Corp., Chicago, Ill.; 4—Charles D’Olive, 
gen. manager, refrigerator division, Stewart-Warner Corp., Chicago, III. 


a than 600 dealers. guests 
l and salesmen of the Kelley- 
How-Thomson Co.. attended the 
three-day dealer merchandise show 
held in Duluth, Minn.. from Feb. 10 
to 12. 


each day in the merchandise ex- 


Buying sessions were held 


hibits which occupied a large part 
of two floors in the warehouse. while 
the evening meetings at the Hotel 
Duluth were given over to the study 
of new merchandise lines and better 
selling methods. 
R. W. Higgin:. 


general manager of the company. 


vice-president and 


presided at the evening meeting the 
first day. 
welcome to the group. he discussed 


After extending a cordial 


policies of the company and pointed 
out some of the reasons for holding 
the dealer merchandise show. He 
emphasized the fact that business 
must change. all ways of doing 
things are undergoing change. and 
the dealer must accept this today. 
Mr. Higgins told the dealers. in 
his discussion of problems of the fu- 
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ture, that price advances so far were 
very moderate and that he did not 
expect declines on any lines in the 
very near future., Dealers should 
buy a little more liberally than in 
the past. he said, but they should not 
overload. He also told dealers that 
the Kelley-How-Thomson Co. would 
attempt to keep them fully informed 
on conditions so they would be able 
to meet management problems of the 
future and solve them satisfactorily. 

It is every dealer’s patriotic duty 
to employ more people. he told the 
group. Hardware dealers must op- 
erate efficiently. pay 
taxes. and cooperate in defense ef- 
forts of the country wherever pos- 
cible. He urged dealers not to worry 
too much about the war. just do their 
day’s business and work hard. 

The newest models of the com- 


more more 


pany’s refrigerator line for 1941 was 
presented to the group by Chas. 
D’Olive. general manager refrigera- 
tor division. Stewart-Warner Corp.. 
Chicago. Ill. He gave a most effec- 





tive demonstration of how to sell 
this new merchandise, pointed out 
the features to stress, and illustrated 
how this line was designed to meet 
the present demands for frezen food 
storage. 

As the final event of the evening. 
Mr. Higgins welcomed six of the 
company’s salesmen into the Kelly- 
How-Thomson Co. “Million Dollar 
Club.” This is an honorary group 
made up of individuals who have 
sold a million dollars or more for 
the company. A beautiful Hamilton 
wrist watch was presented to the 
following individuals: A. A. Sorg. 
Brainard: Ed. D. Traver. Thief 
River Falls: W. FE. Meyer. Virginia: 
S. Stenvaag. Albert Lea: R. C. 
Oliver. Mankato. and M. G. Selvik. 
Crookston. Minn. 

An honorary membership in the 
“Million Dollar Club” was awarded 
to Ed. Bergeron. Kelley Duluth Co.. 
Duluth. Minn... a retail hardware 
merchant who had purchased more 
than a million dollars of merchan- 
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A“‘Natural”’ Special for Hard- 
ware Open House, May 1-10 


ERE’S a fast-step- 

ping flashlight 
LEADER indeed —a 
standard 2-cell focusing 
spotlight with case of 
solid drawn brass in two 
tone finish for you to sell, 
complete with two Win- 
chester No. 1511 10c 
Super Seal batteries, at 
the 


Astounding price of 59¢ 


... that is 
66% less than competi- 
tive brand No. 1 
33% less than competi- 
tive brand No. 2 
for a standard 2-cell fo- 
cusing spotlight with all 
brass case. 
There’s a powerful sales lever for you. And with 
your full profit maintained. (See prices below. ) 
Order an ample supply at once to avoid disappoint- 
ment. Put these eye-drawing colorful displays out to 
work for you in your best store traffic spots and get 
the full benefit of the sales magic of impulse buying. 


Order yours NOW in profitable Winchester Deal Display No. 29 


Consists of six Winchester No. 5411 standard 2-cell 
focusing spotlights (as illustrated) packed with 
compact 3-3 space saving counter displays and 48 
Winchester No. 1511 
moulded plastic Hi- 
Power unit cells — 
every cell DATED — 
fresh—and packed in 


new colorful counter 


display. 
Retail value $7.14 
Dealer price 4.78 


Your profit 2.36 


WINCHESTER REPEATING ARMS COMPANY 


MARCH 20, 1941 








CASH IN... 


| NEW JACOBSEN SALES FRANCHISE—LETS YOU SELL 


THE FULL LINE OF JACOBSEN POWER MOWERS TO YOUR 
CITY PARK DEPARTMENT, CEMETERIES, SCHOOLS, GOLF 
COURSES AND INSTITUTIONS, WITH THE CO-OPERATION 
OF JACOBSEN FACTORY REPRESENTATIVES AND DIS- 
TRIBUTORS WHO ASSIST YOU WITH DEMONSTRATIONS 


AND SERVICE! te 
Hi auson 


POWER MOWERS 
SOLD IN 1940 


You can sell many a home 
owner with a large lawn the 
popular priced Lawn Queen 
model—a 20” heavy duty 
mower that can “take it” on 
any competitive demonstra- 
tion. Suburbanites everywhere 
want this amazingly easy way 
~ Lawn Beauty. You can sell 
twenty-five to fifty 
Lawn Queens in 
a single season. 























Hand in hand 
with Jacobsen 
Power Mower 
sales to parks, cemeteries, 
schools, golf courses, and es- 
tates, you will find easy sales 
on the new Jacobsen All Steel 
Hand Mower. Silent as the 
night, it is the “smoothest” and 
“easiest pushing” mower on 
wheels. You will 
win many friends 
with this new 
super mower. 











A Jacobsen factory representative awaits your 
call to show you profit possibilities you 
never believed possible. Write us today. 


_ JACOBSEN MANUFACTURING COMPANY 


715 WASHINGTON AVE., RACINE, WIS. 


JACOBSEN wisn. 
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dise from the Kelley-How-Thomson 
Co., during the past 35 years. Mr. 
Bergeron received a wrist watch. 

The following morning a large 
group of dealers visited the Duluth 
plant of the American Steel & Wire 
Co., and were taken on a three-and- 
a-half-hour trip through the mill to 
see various processes in the produc- 
tion and fabrication of nails, wire, 
fence and barbed wire. 

Opening feature of the second eve- 
ning session was the showing of the 
new sound motion picture “One Man 
Listens,” presented by the Reming- 
ton Arms Co., Inc., and Peters 


Cartridge Division, Bridgeport, 
Conn. The picture demonstrated 


how one dealer increased store traf- 
fic, made the store an easier place in 
which to buy, and secured extra 
sales through the use of modern 
merchandising practices. 

William Stout, Tru-Test Market- 
ing and Merchandising Corp., Chica- 
go, Ill., told the group that the hard- 
ware business is a service industry 
and as a result there will be inde- 
pendent dealers and jobbers for a 


long time to come. He presented 
factory production value figures 
taken from the 1937 Government 
Census reports to show the impor- 
tance of various lines and to show 
what consumers are buying. He 
urged the merchants to go afte 
more of the volume in paints, auto 
tires, motor oils, refrigerators and 
radios. 

Mr. Stout listed some of the ad- 
vantages of the hardware dealer over 
the chains as lower operating costs. 
better control of the business, and 
closer relationships with employees. 
He told the group that most hard- 
ware dealers buy from too many job- 
bers and he urged them to pick out 
one or two good jobbers and stick 
to them. Write up your own orders. 
he said, and make the salesman that 
calls on you, your sales manager and 
look to him for assistance in doing 
a better selling job. 

Advertising is one of the best sell- 
ing tools, he said. Tests have shown 
that the life of a catalog in the home 
is from 20 to 90 days, compared with 
60 seconds for the newspaper and 


CENTIRY 


a 


} 


: 
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about 120 seconds for the circular. 

M. F. Cotes, vice-presiident, Duo- 
Therm Division, Motor Wheel Corp., 
Lansing, Mich. presented the new 
line of oil space heaters and water 
heaters. He discussed construction 
features of the line and demon- 
strated correct selling procedure. He 
urged the dealers to get their share 
of the business available in the oil 
heating industry and said it was ex- 
panding rapidly. One of the best 
seasons for oil heaters he said, was 
the early spring of the year. He told 
dealers to push this line at that time 
to increase sales. 

The final evening meeting was a 
festive occasion. Guest speaker S. 
Valentine Saxby, secretary, Minne- 
sota Arrowhead Association, told the 
groups of the vacation facilities of 
the section. Other individuals who 
made brief talks were, I. Wold, sales 
manager; T. F. Ryan, assistant sales 
manager, and John M. Cotter, mer- 
chandise manager. The closing event 
of the most successful meeting was 
an elaborate floor show that enter- 
tained and pleased everyone. 





Left to right: 1—A. G. Thomson, president, Kelley-How-Thomson Co.; R. W. Higgins, vice-president and 
general manager; I. Wold, sales manager, and S. Valentine Saxby, secretary, Minnesota Arrowhead Ass’n, a 
guest speaker. 2—Three who were largely responsible in planning the show and arranging the exhibits: 
J. M. Cotter, merchandise manager; I. Wold, sales manager, and T. F. Ryan, assistant sales manager. 3— 
J. P. Harvey, secretary; Dave Anderson, warehouse superintendent; A. D. Thomson; G. W. Welles, Jr., 
buyer, general hardware. 4—John M. Cotter; T. F. Ryan; J. F. Killorin, vice-president; B. H. Killorin. 5— 


New members of the Kelley-How-Thomson Co. 


E. D. Traver, Thief River Falls, and W. E. Meyer, Virginia, Minn. 
R. C. Oliver, Mankato, and M. G. Selvik, Crookston, Minn. 
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“Million Dollar Club”, front row: A. A. Sorg, Brainard; 
Rear row: S. Stenvaag, Albert Lea; 
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Everybody doesn’t live 





@ And right there is where F & W Water Systems 
enter the picture—with extra profits for the plumber 
who goes after this extra business. 


F & W Pumps— products of three-quarters of a cen- 
tury’s experience — bring running water to suburban 
and country homes economically and dependably. 
Fully automatic systems are engineered to run on a 
minimum of current, designed to require practically 
no attention, built to give years of trouble-free serv- 
ice. Special construction features prevent contamina- 
tion of water by oil, and galvanizing prevents rust. 
Take advantage of the extra business opportunities of- 
fered by rural electrification and suburban building in 
your neighborhood. Write today for full information 
about F & W fully automatic water systems— models 
to fit all types of wells, all water requirements. 


* * 


Typical of F & W Au omat- 
ic Water Systems s this 
small, compact outit for 
shallow wells. This sturdy 
pump delivers up to 225 
gallons an hour. % h. p. 
continuous-duty motor; 
controller; V-belt; relief 
valve; automatic air con- 
trol. 12-gallon pneumatic 
pressure tank. (Model-111) 










Kad 


WATER 4tnccnS sf | 


SYSTEMS | gm 


FLINT & WALLING MFG. CO. INC. 
388 OAK ST., KENDALLVILLE, IND. 


Manufacturers of Star Zephyr Windmills and Towers, 
Horizontal and Vertical Jet Pumps, Pump Jacks, Sump 
Pumps, Hand Pump Leathers and Cylinders. 


75th Anniversary Year 


MARCH 20, 1941 















How many 
homes in your 
trading areag¢ 


WELL, IN EVERY ONE 
OF THEM IS A GOOD 
PROSPECT FOR 


ViGoro 


THE COMPLETE PLANT FOOD! 


SWIFT & COMPANY 
U. S. YARDS— CHICAGO 


119 














SHEARS 


Inlaid blades . and Hot 
Drop-Forged . . . Sizes: 8 in. 
to 12 in. 


SCISSORS 


Solid Steel . . . Sizes: 314 in. 
to 6 in. 





No. 120 
PROPERLY HEAT-TREATED 
and tempered. Full nickel 


finish or with black handles. 


WE OFFER a complete assort- 
ment of patterns for every 
need. 


Special Assortments 


Made up to meet your indi- 
vidual needs. 





Write for our complete catalog. 





THE 
COMPANY 


Subsidiary of the Henkel-Clauss Co. 
FREMONT, OHIO 
FINE CUTLERY SINCE 1877 
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Left, Maurice J. Hellman, Los Angeles, retiring president, 
welcomes President George L. Wells, Arlington, to office. 


Californians Study Changing 
Merchandising Methods 


66 ERCHANDISING is under- 

going radical changes in 
all its phases, buying, selling and 
promotion. People have more money 
to spend. More people have spend 
ing money. Hardware retailers must 
be prepared to get a greater percen- 
tage of the consumer's spending dol- 
lars through being better mer- 
chants.” Those were the dominant 
themes of the 20th annual conven- 
tion of the Southern California Re- 
tail Hardware Association, Feb. 25- 
27, at Long Beach Cal. 

In the three days of sessions an 
earnest gathering of hardware re- 
tailers closely followed each of the 
six scheduled meetings as the need 
of being fully prepared in their 
stores, in order to meet certain in- 
creased competition, was forcibly 
impressed on them. The gathering 
was honored by the presence of 
Veach C. Redd, past president, 
N.R.H.A. and George W. Green, 
president of the N.R.H.A. 

Two motion pictures were shown: 
“The Voice of Mr. X” from the Bell 
Telephone System emphasizing bet- 
ter salesmanship in answering the 
phone and “One Man Listens” by 
the courtesy of the Remington Arms 
Co., Bridgeport, Conn. 

In a “Professor Quiz” program, 
J. V. Guilfoyle, association manag- 
ing director, donned his cap and 
gown in his role of “Professor” in 
asking a series of semi-technical 
questions on hardware items, includ- 
ing metals, paints and oils. Best 
informed hardware men were re- 
warded with silver dollars, with a 
total of $75.00 being distributed. 


Veach C. Redd, Cynthiana, Ky., 
advised dealers to take an active 
part in town and community work 
as a measure of keeping trade at 
home; to be active in service clubs, 
fraternal and religious organizations 
and even politics; and to be pre- 
pared to assume community respon- 
sibilities. At a later session Mr. 
Redd gave the entire story of how 
to celebrate Open House. 

J. E. Draper pointed out that the 
great strides made by germicide com- 
panies means a store need only to 
stock four types, each easy to han- 
dle and none requiring a technical 
explanatory sales talk. As a result 
dealers have shortened their invest- 
ments and can easily satisfy a cus- 
tomer’s wants. Garden supply de- 
partments, he remarked, are a great 
trafic builder in hardware stores, as 





J. V. GUILFOYLE 
Managing Director 
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DISPLAY AND PROFIT BY THESE 





AT THE CHICAGO AND NEW 


SPECIAL-VALUE DEALS A HI | 
During Hardware Open House Week 











“LUCERNE” 


Your Profit $12.95 


This “Open House” deal in- 
cludes 12 “Vega” Automatic 
Starting Electric Kitchen Clocks 
(right) or 12 “Viking” (similar 
to “Vega”") costing you $1.65 
each, retail $2.50. Your profit 
on the deal alone is $10.20. 
But add the retail price of $2.75 
on the FREE “Lucerne” Set-o- 
Matic Electric Kitchen Clock 
(above) and you have a 
GRAND PROFIT of $12.95! All 
three clocks in choice of Red, 
Ivory. Green or White plastic 
cases, 


AND HERE’S 





<FREE — york HOUSEWARES SHOWS! 

This Clock | 

For Open House 
Week 











me A OT 


WRIST WATCH | 
ASSORTMENT C-1 | HAMPER GROUP... FOR 


Your BIGGER PROFITS IN 1941 


Profit WHITNEY 
‘6° HAMPERS 


Invest only $12.65 


| In a line that has attracted so much attention 


Contains 6 watches to retail from $2.95 to $3.95, as | since it was first shown at Chicago and New 
aaeas | York last month, the “1600 group” (two of 
1 “INCA” Jeweled (Link Bracelet) ' ‘a F 
3 “FAD” (2 Leather, 1 Link Bracelet) which are shown above) is outstanding. You 
1 “BROWNIE” (Leather Strap) and your customers will like these grooved 
1 “LADY JOAN” (Leather Strap) fibre, Rippleloid pyroxylin-top hampers-—and 
, SAAS Paes . —s you'll find them profitable numbers to pro- 
i i i t ’ E al . . 
eee — a ae Se Tem. mote. See Your Jobber! Or write direct to 





perature-compensated movements. Individual gift | the factory. 


boxes. A deal that sets new records in turn-over! 


Your jobber can supply you these and many F. A. WI] i] i NE y 


more “New Haven” profit makers. 


CARRIAGE COMPANY 


THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. 


Leominster, Mass. e One Park Ave., N. Y. 


we & ye b A Vv E ad Timepieces San Francisco ¢ 666 Lake Shore Drive, Chicago 


Hamper Division—1166 Broadway, N. Y. 
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A NEW CHAIN LINK 


Easy to Erect 


Modern Fencing for the lawn fence market. 
A full 25% saving under our 4 point mer- 
chandising plan without added investment by 
the dealer. Note the following easy steps in 
erecting . the many price saving features 


, a 
fe 6 IE) [ 
1. ERECTING THE FRAMEWORK 


The terminal posts are set at each end and 


corner, and the line posts are set every ten 
feet (preferably in 2% to 3 feet of concrete). 
No expensive rails or unnecessary fittings to 
buy or erect All posts come completely 
equipped. 





2. STRETCHING THE FABRIC 


A. The tension bar is inserted in the 


A one end of the fabric to serve as a 
means of anchoring to the terminal post. 
B. The tension bands, clamped around 
? the end posts and tension bars, are 
B placed about 1 foot apart. 
C. The ratchet is fastened on the top 
Q ind bottom of each terminal post to 
tighten the woven-in cable wire. This 
C hokis the fabric in perfect condition, 


D. The fabric is stretched three line 
1 time and attached firmly 
These fasteners 


posts at 
¥ with wire fasteners. 
are placed every foot. 





E. The fabric ts cut from the roll by 


- 
untwisting two strands of wire from 

: E the top and bottom cable and corkserew- 

: ing the wires out. The cable wires are 


x cut In a reverse manner, two pieces 


of fabric may be spliced together. 









> Wes, Were. 
3. THE COMPLETED FENCING 
This sturdy, beautiful Modern Fence will pro 
vide the utmost satisfaction in wear an! cost 


It also means good profit to you 


WRITE FOR 4 POINT MERCHANDISING PLAN, 


sales material, price lists, and samples (submitted 


on request) Also available woven and welded orna- 
mental lawn fences, gates 
cloth, and factory fence 


-w NORWOOD 


posts, netting, hardware 





Made by The H. L. Brown Fence & Mfg. Co 


4426-34th Ave . Ohio 


Cincinnati 

















nearly everybody in Southern Cali- 
fornia is a prospect, for even the 
apartment house dwellers have their 
potted plants. 

John Potter, Jr., chairman, trades 
relation committee, stated that com- 
plaints received from members on 
jobbers “off-side plays” were just 
50 per cent less than ever before. 
This, he pointed out, shows how 
much the jobbers and wholesalers 
are cooperating and endeavoring to 
safeguard the dealers’ interests. 

J. V. Guilfoyle, managing director. 
said that if hardware dealers are 
sincere in asking jobbers and whole- 
salers to stop trade diversions, the 
dealers themselves must stop asking 
the jobbers for items not required 
for the operation of their respective 
stores. Dealers should look to the 
end of becoming strictly “one price 
The average hardware 
dealer gives more trade allowances 
than all the rest of retailers in his 
community, combined, he remarked. 

Campbell Stewart, president, Cer- 
tified Grocers of California, pointed 
out that independent grocers _be- 


” 
houses. 


came almost extinct due to the cost 
and selling advantages of syndicates 
and the chains. They therefore found 
it necessary to band together in a 
cooperative owned jobbing house. 
This move resulted in giving them 
an average profit of 14 per cent more 
than previously enjoyed. Today the 
Certified Grocers are not only meet- 
ing chain competition but are beat- 
ing it, he stated. Grocers are kept 
in business through this medium as 
their cooperative is not operated to 
show a profit in itself, but to enable 
the 5200 independent stores to show 
a profit. 


Wells New President 


George L. Wells, proprietor, Wells 
Hardware Co., Arlington, Cal., was 
elected president of the association 
for the coming year. First Vice- 
President D. L. Behn of the Mon- 
rovia Hardware Co., Monrovia, was 
retained in his office. The second 
vice-president and board of directors 
will be chosen by a mail ballot with- 
in the next month. 


The Sponge as a Man-Made Product 


VER since Aristotle’s day and 

probably before, sponges have 
been used in the arts, industries, and 
homes of many races. For many 
centuries the chief source of sup- 
ply was the Mediterranean Sea with 
Greek divers in the role of “go-get- 
ters”. About 1905 the business of 
sponge fishing was started in the 
Gulf of Mexico and since then the 
town of Tarpon Springs along the 
west coast of Florida has become 
the trade center of a million-dollar 
sponge industry. 

Then came sponges made of rub- 
ber and finally another type of 
sponge, one that has no maritime or 
rubber plantation antecedents—the 
Cellulose sponge. It is a chemically- 
made product, derived entirely from 
pure cotton and cellulose 
and so processed as to give the fin- 
ished article its spongy characteris- 
tics. Its sole relationshop to the 
Florida sponge comes about in this 


wood 


way. Greek divers call natural 
sponges “Zoofitans”, meaning half 


plant and half animal. And, with 
the cellular structure of all plants 
made up chiefly of cellulose, there 
is that basic kinship between 
sponges from the sea and the all- 


4n extract from The du Pont 
Vagazine. 


cellulose, chemically-made product. 

The Du Pont Cellulose sponge, 
the first of its kind to be produced 
in this country, is made from pure 
cellulose, the same material used in 
manufacturing “Cellophane,” cellu- 
lose film and rayon. It is claimed 
to be strong and durable, holding 
its rigid form when dry, but becom- 
ing soft and pliable when wet. Al- 
though said to absorb more then 20 
times its weight of water, when 
squeezed dry the sponge may be 
used like a chamois. 

A further advantage claimed for 
this man-made sponge is that it is 
entirely free from dirt and grit and 
cannot harm the finest finish or ir- 
ritate the most delicate skin. It can 
also be cleaned and _ sterilized 
quickly and is not affected by most 
household chemicals: dilute acids. 
lyes, and abrasives, 

And, being a factory product, it is 
produced in four convenient sizes. 
or, if desired, it can be manufac- 
tured to special dimensions or 
trimmed to any size or shape to 
suit a particular need with no dam 
age to its texture or durability. 

The uses for the Cellulose sponge 
extend into practically every field in 
which ordinary sponges are used 
and serve both domestic and com- 
mercial as well as special purposes. 
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You profit by selling the “speed” of 
TRIPLEX Threaded Fasteners 


There’s profit in “speed”: these days for all your 
busy customers. When you sell Triplex Cap and 
Set Screws, Bolts and Nuts, you help them avoid 
the delay of handling misfits and slow threaders 
that drive piece work assemblers into inefficient 


hurrying. 


TRIPLEX Lag and Carriage Bolts, for in- 
stance: Appreciated wherever wood fasteners are 
used for their heat-treated toughness. Sharp lag 
threads for fast sinking; true-squared carriage 
heads for snug fitting. Both types made of excel- 
lent quality wire. Packed as you want them—in 
packages, kegs or boxes. 
Add to your profit opportunities—stand- 


ardize on TRIPLEX Threaded Fasteners. 
Write today for samples and prices. 


THE TRIPLEX SCREW COMPANY 


5317 Grant Avenue Cleveland, Ohio 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold + + + Used in Every Industry * 
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BEAUTY 


VALUE 
““OROFIT 
AVE AVESIE! 


Qs. 


You owe ‘it to your cash register 
fo see the new beauty line of 
Victor Fans. Sales appeal, built in 
by one of America’s foremost 
designers — modern construction 
features fashioned by Victor en- 
gineers. 6 new table models, 4 of 
them with the exclusive Flexaire 
Breeze Director. Write today for 
new catalog and full details. 





VICTOR ELECTRIC PRODUCTS, Inc. 
DEPT. J-5103 2950 ROBERTSON AVE. CINCINNATI, 0 
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SAGINAW, MICHIGAN 


TAPES - RULES - PRECISION TOOLS 
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[UFAIN “RED END” 
. . - AMERICA'S BEST 
SELLING WOOD RULES 


The basic quality and value 
in the Lufkin “Red End” has 
created sales records on 
folding wood rules. Are you 
one of the dealers sharing 
in these records? 


OF HIN 





New York City 


Merchandising Preparedness 
Missouri Convention Theme 





Left to right, front row: H. C. Mell, Farmington, president; O. D. Brad- 
ley, Troy, director; Adolph Riggs, Jr., Kennett, vice-president; G. O. 


Busch, Union, retiring president. 


Second row: Milo H. Walz, Jeffer- 


son City, director; Carl I. Hanneke, St. Louis, director; R. E. Wil- 
liams, Silex, director. Rear row: H. E. Brown, Trenton, past president; 
L. C. Kreh, St. Louis, secretary; E. E. Wachter, St. Louis, director. 


WARNING note to “be pre- 

pared” rang through all the 
speakers’ messages at the 43rd an- 
nual convention of the Missouri Re- 
tail Hardware Association, held at 
the Municipal Auditorium, St. Louis, 
Feb. 25 to 27. 

This timely preparedness theme 
was reflected in the titles of all the 
important speeches given, all begin- 
ning with “Be Prepared to...” and 
ending with advice on how to meet 
the problems that are arising in a 
changing world, and in a modern 
hardware business. Adolph Riggs, 
Jr.. Kennett, Mo., in his talk, “Be 
Prepared to Advance With the Fu- 
ture of Hardware Retailing,” ex- 
plained the many changes that were 
taking place in the retail hardware 
business and warned merchants that 
it was up to them to keep pace with 
these changes so that they could get 
a share of the business. Mr. Riggs 
advised, “Serving people should be 
your first thought. Make peace with 
your customers; by that I mean, you 
can't afford to be too independent 

. make your store a better place 
in which to trade, with better prices 
... give them service and you'll have 
steady customers.” 

Rivers Peterson, managing direc- 
tor, N.R.H.A., warned in his speech 
“Be Prepared to Celebate National 
Hardware Open House” that, as a 
class, hardware men hadn’t made a 
dent in consumer consciousness 
when it comes to “promotions.” Too 
many hardware merchants explain 


that advertising and promotional ac- 
tivities are all right for other types 
of business but not the hardware 
field. Why not? asked Mr. Peterson. 
It has been proven that people will 
respond to promotional advertising 
ideas, and that you can create sales 
opportunities for yourself by effec- 
tive advertising and displays. In this 
day, customers will ignore the mer- 
chant and his store who neglects this 
important factor in his business. Be- 
cause of this general feeling among 
merchants, and to create new sales 
opportunities for hardware men in 
general, National Hardware Open 
House weeks have been inaugu- 
rated. 

Henry C. Mell, Farmington, Mo., 
was elected president on the final 
day of the convention’s sessions. 
Adolph Riggs, Jr., Kennett, Mo., was 
elected vice-president, J. W. Giesler, 
St. Louis, remained as treasurer and 
L. C. Kreh was reappointed as sec- 
retary of the association. Walter 
Moon, St. Louis, and O. D. Bradley, 
Troy, Mo.. were the two new mem- 
bers elected to the board of direc- 
tors. E. E. Wachter, St. Louis, R. E. 
Williams. Silex, Mo.; Milo Walz. 
Jefferson City, and Carl Hanneke, St. 
Louis, retained their positions on the 
board of directors. G. O. Busch, 
Union, Mo., retiring president was 
made a member of the advisory 
board, together with present mem- 
bers H. E. Brown, Trenton, Mo., and 
George C. Eberlin, Herman, Mo. 

(Continued on page 142) 
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Says - JITTERBUG Talks to Bass’ 


(Below) Billie 
Grewe, Fairmont, 
Minn., with bass 
taken on Jitterbug at 
Shamineau Lake, 
Motley, Minn. 





















Double or 
Treble Hooks 





Choice of 8 Colors 


Remarkable Action 
of Noisy Surface Bait 


Fascinates Fish and Fisherman 
Try Jitterbug on a quiet night, you’re 
due for a thrill. Its loud paddling action 
captivates and gets fish. Many enthusiastic 
letters were written me about the Jitter- 
bug last season. 


Write for FREE Catalog 
Has many illustrations of Jitter- 
bugs and Hawaiian Wigglers 
that are setting new fish getting 
_ records. Shows where and how 
| the boys are catching more fish. 
Write today. FRED ARBOGAST 
1823 North St. Akron, Ohio 







“Caught these smallmouth 
bass on the Jitterbug after 
midnight at Six Mile Lake, 
Mich. i have done plenty of night cast- 
ing and the Jitterbug is the best night 
plug I ever used. It sure talks to the 
bass.” —H. B. Wells, Marion, Ohio. 


(Right) “I got this 7 Ib. bass on 
the Perch Jitterbug. It was 
231," long and 16” in girth. 
Our local paper reports it 
was the largest bass taken 
here in 5 years.””—Clarence 
Polanski, Thorndike, Mass. 











Everywhere the boys are talking about the sensational Jitterbugs and Hawaiian 
Wigglers. Thousands of requests for catalogs are coming in. Demand will hit another 
new high this year. If you don't have ‘em we both lose.—FRED ARBOGAST, 1823 North 
Street, Akron, Ohio. 








NET MORE PROFIT 
ON SANDER RENTALS 


with this HIGH PRODUCTION, 


TROUBLE-PROOF, LOW COST 
SANDER 


The new Dreadnaught Quality 8 is exactly the ma- 
chine that rental dealers have always hoped and 
prayed for; a full 8" machine so huskily built and 

























An extra large 


burner that will HW1285-36” fool-proof that it eliminates those costly lay- 
hold a week's high, 22” ups and service charges that whittle down 
accumulation of diameter at 

rubbish. Burn top, 1” mesh sander rental profits. It has a '/2-H.P. na- 
t h once at bottom. * . ° 
— io 2 Sodan 6 %& tionally known motor that requires no lubri- 
where smaller gece, © cation or brush changes, silent V-belt power 


Zipper Tops are 
inadequate. A 
BIG Burner at a 
popular price. 
Has _ lose - proof 
Zipper Top (pull 
any loop to open, 
push any loop to 
close), also Coni- 


transmission, extremely easy to change 
sand paper arrangement, and is per- 
fectly balanced to assure easy handling 
and maximum cut. Finished in highly 
polished aluminum and chromium with 
contrasting black 








eal bottom for fittings, backed by 
faster, better | broadest guaran- 
burning H s SPEED 
“CLEAN-UP” tee in the industry. EDGER 
* And best of all the Ideal running mate 
With Them cost is unprece- for Ba Dread. 
naught Quality 8 
NATIONAL dentedly low. Sander. - Investi- 
CLEAN-UP Stenderd Sie in | 5Y oll means 
WEEK 3 Price Ranges. | et the com- 
Write for prices | plete facts 
Send Trial Order and details. | concerning 
this finest of all 


PRODUCTS CO. } rental sanders. 
UNION STEEL 126 Berrien st. | 00" NOM 
Albion, Mich. 
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For 


MORTISE DOOR 





SCREEN DOOR 
CHECK and CLOSER 








Well built air check that fits anywhere. 
Installation between screen and door re- 


quires only 1%4"' clearance 
LATCH 


A sturdy lock- 
ing latch set, 
in wrought steel 
or bronze, all 
popular fin- 
ishes, for doors 
% to i," 
thick, opening 
in or out. 


RIM DOOR LATCH 


doors that open out. Same materials and 


finishes as above 





Specify "Shelby" screen door hardware. 






and scores of other products. 


inquiries to Stewart. 
plan. 
for literature mentioning products in which you 
are interested. 


THE STEWART IRON WORKS CO., 
837 Stewart Block. 


THE elby 
SPRING HINGE CO 
SHELBY, OHIO 


¢ 








SEND US YOUR 


FOR FENCE AND 


METAL SPECIALTIES _ 


for, 
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eat rm 9 Ba Os 
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Stewart Iron Picket Fences and Entrance 
Gates, and Stewart Chain Link Wire 
Fences, are available in a wide range of 
designs and types to meet all requirements. 
Stewart Metal Specialties 

comprise: Iron and Wire ; 
Window Guards to fit any 

size or shape of opening, 3 
Wire Partitions, Sliding and aw a 
Folding Gates, Settees, Steel E~ =x 
Folding Chairs, Ornamental a 
Iron Bracket and Pier Lan = 

terns, Railings, Flag Poles, 





Many dealers are making money by sending their 
Let us tell you about this 
You make no investment whatever. Send 


No obligation, of course. 


INC. 
Cincinnati. Ohio 


Fence Builders to America Since 1886 




















New England Association 






Holds 48th Convention 





Left 


HE 48th annual convention and 
exhibit of the New England 
Hardware Dealers’ Association was 
held at the Hotel Statler, Boston, 
Mass., February 25 to 27, 1941. 
President John T. Skolfield, Gardi- 
ner, Me., was reelected to office for 
another term as was Vice-President 
Frank J. Toole, Pawtucket, R. I. 
L. C. Chandler, Newton Center, 
Mass., was chosen as clerk and 
Russell Mueller, Boston, continues 
as secretary-treasurer. Directors cho- 
sen for three years are Arthur E. 
Moreau, Jr., Manchester, N. H.; 
George Rose, Somerville, Mass.; 
James P. Mackey, Brookline, Mass., 
and Emil Kratovil, Springfield, 
Mass., and for one year, Victor L. 
Hubert, Mansfield Mass. 
Convention resolutions paid trib- 
ute to five members who have passed 
on; thanked exhibiting manufactur- 
ers and wholesalers for their whole- 
hearted support and instructed the 
secretary to convey suitable thanks 
to them; thanked cunvention speak- 
ers; pledged support to the National 
and State Governments in the de- 
fense programs and urged the mem- 
“in a nation- 
attempt 


bership to cooperate 
effort to 
which may be made 
prices unjustifiably on account of 


wide resist any 


to advance 


economic conditions.” 

Twice during the convention the 
merchandising motion picture film 
produced by Remington Arms Co., 
Conn., entitled 

was presented 

Bus trips from 
the Statler to the model store where 
the association now has its offices 


Inc., Bridgeport, 
“One Man Listens” 
to good sized crowds. 





to right— Officers of the 


New England Hardware 

Dealers’ Association: L. S. Chandler, Newton Center, Mass, 

clerk; re-elected president John Skolfield, Gardiner, Me.; Vice- 

president Frank Toole, Pawtucket, R. I., and secretary-treas- 
urer Russell Mueller, Boston. 


were arranged at convenient hours 
during the meeting. 

The convention got under way, 
formally on Tuesday afternoon, with 
an address by President Skolfield, 
who reviewed progress of the or- 
ganization and its future aims. The 
Rev. Hugh Shields, First Congrega- 
tional Church, Ridgefield, Conn., de- 
livered the invocation and later made 
an address commenting, both seri- 
ously and humorously, on current 
events. Tuesday evening the Asso- 
ciates held their annual stag party 
at the Bradford Hotel. 

Wednesday morning Gov. Leverett 
Saltonstall of Massachusetts deliv- 
ered an inspiring address on the part 
New England is taking and will take 
in the National Defense Program. 
This was followed by a feature 
“House of Magic” by Moorhead 
Wright of the General Electric Co. 

Thursday morning Hobart M. 
Thomas of the N.R.H.A. staff out- 
lined plans for the 1941 Spring 
Open House program, stating that 
members could easily save their asso- 
ciation dues through savings on 
Open House specials. He reviewed 
the participation of manufacturers, 
wholesalers and retailers in previ- 
ous Open House programs and urged 
all present to arrange immediately 
to participate by ordering the dis- 
play kits. 

Malcolm Erb, Pittsburgh Plate 
Glass Co., gave an instructive talk 
on modern hardware store fronts, 
citing examples of remodeled hard- 
ware store fronts and explaining 
that his company had developed a 
time payment plan for such work 
covering from 12 to 24 months. He 
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(Courtesy Boston Traveler, Boston, Mass.) 


At the new England Convention in Boston—President John Skolfield 
presents to Gov. Leverett Saltonstall of Massachusetts a Worcester 
Shear lawn mower made by the Worcester Lawn Mower Co., Worcester, 
Mass. In newspaper publicity attending this presentation it was incor- 
rectly stated that this manufacturer had or would discontinue production 
on lawn mowers due to defense work contracts. The company wants it 
distinctly understood that it will continue to make these mowers, with 
aluminum side plates in the 16-in. and 18-in. sizes. 


stated that such remodeling costs 
could be charged as costs on income 
tax reports for 10 to 12 years, pro- 
portionately, whether the building 
was owned or rented—assuming a 
long time lease was in force. 


Following Mr. Erb’s talk, the con- 
vention went into executive sessions 
for members only at which time 
financial reports, election of officers 
and the passing of resolutions took 
place. 





Keeping the Hardware Store Clean 


NE of Peter Rossi, Jr., jobs at 
the O’Neill Hardware Co., 
Lake Forest, IIl., is to see that ledges 
and tables are as free from dust as 





Everything clean after this. 
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possible all the time. At every op- 
portunity during the day, Peter takes 
his hand vacuum cleaner and works 
on the displays. 

The small machine is light in 
weight. A shoulder strap is attached 
to it and Peter puts this over one 
shoulder thus supporting the ma- 
chine. A hose approximately 3 ft. 
long runs from the cleaner to a 
duckbill-shaped rubber nozzle which 
is used to remove dirt and dust from 
the bins. Merchandise is lifted out 
of the bin with one hand and vac- 
uumed with the flat nozzle by the 
other. Even the merchandise in the 
bin can be cleaned with this nozzle 
in most instances. 

Other boys in the store take a 
hand at this too when they have the 
time. All displays are vacuumed 
once a week in this manner, and 
oftener if it is possible. The clean 
appearance of the merchandise and 
displays in this store impresses cus- 
tomers, particularly women who are 
good customers of the store. 
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RED DEVIL PLATED GLASS CUTTERS 
New standard handles on all modern-line models 
perfect finger rest. Heavily plated — cutters literally 
glide along the rule. Long-life wheel, hard bronze 
axle. Pregreased. Rust proof. 


DIAMOND 
POINT DRIVER 


Automatic. Drives points 
at machine gun speed 
into hardest wood—from 
any angle. Holds clip of 
100 Diamond points. 
Makes glazing easy. 


REOOE vit 

















DIAMOND POINTS 
Madein "ands" tongiie, 
100 to a stick. Will no 
corrode. Can be driven in- 
to hardest wood without 
bending. Best made for 
sash, frames or mirrors. 











TRIANGLE POINTS 


Made of pure zinc and zinc 
coated in 6 sizes. Handy 
‘packages of 2 oz. to 1 Ib. 
with free driving tool. 


WALL SCRAPERS 
PUTTY KNIVES 
WOOD SCRAPERS 


Best in performance be- 
cause they are best in 
ity. 


Send for Catalog 


LANDON P. SMITH, inc. 


IRVINGTON, N. J. 











Balmy spring days are coming soon 
to sell Trump Garden Tools for you. 
Make sure you have a good supply 
of these extra value items. Put them 
out in front — they'll sell on sight. 
Order from your jobber salesman. 





Trump Garden Tools 
ANIMAL TRAP COMPANY OF AMERICA-LITITZ, PA. 
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Feature Handee—the original tool of 
its type and the largest seller. More 
Handees in use today than all other 
makes combined. 

Favored in industry, also a_ year- 
around gift item for mechanics, crafts- 
men and hobbyists. 

National advertising sends buyers to 
you. This attractive Counter Demon- 
strator will sell them a Handee which 
means repeat business for accessories. 


De Laxe Model $18.50 with 7 Accessories. 

Ultra De Luxe Set (De Luxe Handee and 45 
most popular Accessories in metal carrying 
case), $25.00. 

Demonstrator requires only 2 sq. ft. of space. 
Send for yours today, also Special Deals and full 
information on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 40 Years 


1101 W. Monroe St. 


Dept. HA 





DENISTON 
ROOFING 
NAILS 


Sell the nails your customers 
want — DENISTON TRIPLE 
LOCK LEAD SEAL DRIVE 
SCREW ROOFING NAILS. The 
lead under the head and down 
the shank plugs the hole around 
the nail with lead to form a 
weather-prool seal . . . the 
“bump” triple-locks nail, lead 
and sheet solidly together . . . 
the drive screw shank makes 
the nail turn and hold like a 
screw. Result: the roofing gives 
better service and lasts longer, 
your customers are satisfied, you 
get more business and make big- 
ger profits. Deniston Nails are 
made for all kinds of roofing. 
Available in various styles and 
lengths, in bright or galvanized 
finish or solid copper. Send for 
FREE Demonstrator blocks and 
samples of nails. 





The DENISTON Co. 


4856 South Western 
CHICAGO 


Avenue 


ILLINOIS 
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Chicago, IL 





- Defense-Business, Readiness 
North Dakota Assn. Theme 








Closing its three-day annual con- 
vention in Fargo Thursday, March 
6, the North Dakota Retail Hard- 
ware association named Paul Schilla 





PAUL SCHILLA 
President 


of Dickinson to the presidency, suc- 
ceeding Loren Elenbaum of Lang- 
don. Vice- presidents are Martin 
Ringsak of Grafton, first, and T. I. 
Strinden of Litchville, second. J. 
P. French of Bismarck is a new 
member of the board of directors. 
and holdover members, with the vice- 
presidents, are H. A. Meddaugh of 
Westhope. B. J. Fjelde of Mayville, 
A. C. Gunvaldson of New Rockford 
and Ralph Christensen of Watford 


City. Louise J. Thompson of Grand 
Forks continues as_ secretary-trea- 
surer. 


Final events on ,the convention 
schedule were a banquet, at which 
Bert Henderson, radio commentator, 
was principal speaker, and H. D. 





LOUISE J. THOMPSON 
Secretary 


Paulson, editor of The Fargo Forum, 
toastmaster, and the convention ball, 
both held in the Gardner Hotel, con- 
vention headquarters. 

The theme of the association’s 
44th annual meeting was prepared- 
ness, climaxed with the convention’s 
closing address by Dr. Frank L. 
Eversull, president of the North 
Dakota Agricultural college at 
Fargo, on “Be Prepared to Rally 
to the Defense of Your Country.” 
Dr. Eversull recommended measures 
to be taken to offset foreign propa- 
ganda. 

Preparedness in business practices 
was developed by other speakers, 
John A. Erickson, Jr., St. Paul, 
Minn., on credit; A. C. Kammeier, 
Indianapolis, of the store planning 
department, National Retail Hard- 
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LOREN ELENBAUM 
Retiring President 


ware Association, on Spring Open 
House; George J. Schulte, St. Louis, 
Mo., editor of Interstate Merchant, 
on the federal anti-monopoly bill; 
John A. Erickson, St. Paul, on chain 
store competition; J. R. Ozanne, 
Chicago, of the Research-Personnel 
service, selling, and E. J. Smith, 
Chicago, gases and oils engineer, 
Underwriters’ Laboratories, on use 
of liquefied petroleum gases. 

Mr. Schulte recommended sup- 
port of the Patman bill to tax chain 
stores from $25 to $500 to prevent 
expansion of present systems. 

Mr. Kammeier urged retailers to 
take advantage of the helps on ad- 
vertising offered by his department 
and told of plans for the May 1-10 
Spring Open House, a sales event 
sponsored by the national associa- 
tion. 
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Ace you now selling 
fence controllers, but losing profits be- 
cause of returns? Leading manufac- 
turer desires inquiries from progres- 
sive dealers interested in a quality line 
of fence controllers of proved depend- 
ability. Both battery and hi-line 
operated models available to estab- 
blish a complete electric fencing 
department. Offers safety-approved 
merchandise fully covered by pat- 
ents. Price-lined for volume sales 
and rapid turnover. More than 
100,000 units now in use. Write 
for complete information on how 
to establish your store as fenc- 
ing headquarters or ask your 
jobber salesman... Electro-Line 
is sold by leading wholesalers 
throughout the VU. S. A. 


ELECTRO-LINE FENCE CO. 


120 N. Broadway, Milwaukee, Wis. 








HEY!! WAIT A MINUTE. 


Can you tell us where we cen find 
some good additional lines to 


represent? c - = 
\ 
\\ 
\ a7 
{N, 


SURE— 








THAT’S EASY!! 


You'll find them listed under “Sales Representatives 
Wanted" in the Classified Opportunities Section of Hardware 
Age. This section reaches the greatest number of Hardware 
readers of any hardware paper and is noted for securing 
quick, tangible results for its advertisers. 


Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 


100 East 42nd St., New York City 
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PURITAN CORDAGE MILLS, Inc. 
LOUISVILLE , KENTUCKY 




































FARRELL-CHEEK 


FIRE-FIHER 








0- 
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Fire Hooks 








Pokers 


Back Up Wrenches 
Clinker Hooks 


Good quality, practical design, and conve- 
nient use has made the FIRE-FIXER Line the 
“LEADER” in furnace tools. 


ASK YOUR JOBBER FOR NEW-1941 
CATALOG, OR WRITE DIRECT TO:— 


FARRELL-CHEEK STEEL CO. “ANOUS*’. 


OHIO 
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f tHe ROLL CALL to » 
\CXTRA PROFITS! _ 


@Lase SueSTITUTES” 


















(VITAPANE) 


DAYLIGHT-CLEAR TRANSPARENT 
DURABLE WINDOW MATERIAL 
NEW EXTRA SALES — BIG PROFITS 


R-V-Lite creates sales over and 
over again because customers 
find so many more uses for it! 
Dealers everywhere report it's 
fast becoming the leading seller 





in Poultry House Windows, 
Hot and Cold Beds, Storm 
Doors, Sun Porches, Factory 
Windows, etc. Your customers 
are s f 








SUN PORCHES 


POWERFUL NATIONAL ADVERTISING 

helps you sell more 

-V-Lite! Sales 

helps include Window Posters, 

Counter Displays, Descriptive 

Circulars and Sample 

-V-Lite comes in 50 foot and 

150 foot rolls, 36 inches wide, 
packed individual carton 





J08BERS' Some territories 
still open. Write today. Sam- 
ples and all facts by return E 
mail! 

DEALERS! Write today for 
money-making proposition and 











free sample! 


ARVEY CORPORATION 





relussuve Manufacturers of R-V-LITE 


470 N. KIMBALL AVE a AG 





National 


HARDWARE 


HE line of builders’ hard- 

ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 








The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 





Screen Hardware 




















National Manufacturing Co. 
STERLING + « « ILLINOIS 
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Left to right: Ralph H. Triplett, Sisterville, first vice-pres- 
ident; H. B. Clower, Oak Hill, treasurer; Allen Hamner, Jr., 
Buckhannon, retiring president; Fred E. Wright, Spencer, 
president, and K. A. Sevy, Beckley, second vice-president. 


West Virginia Dealers 
Study Better Selling 


ETTER selling and better mer- 

chandising were key topics con- 
sidered at the 35th annual convention 
of the West Virginia Hardware As- 
sociation held from Feb. 24 to 26, 
1941, in the Chancellor Hotel, Park- 
ersburg, W. Va. 

Fred E. Wright, Spencer, was 
elected president to succeed Allen 
Hamner, Jr., Buckhannon. Other of- 
ficers elected were as follows: Ralph 
H. Triplett. Sisterville, first vice- 
president; K. A. Sevy, Beckley, sec- 
ond vice-president; and Roy Mi- 
cheals, Pensboro, new member of 
the executive committee. Sam 
Diemer, Fairmont, was appointed 
the new executive secretary of the 
association succeeding H. B. Clower, 
Oak Hill. Mr. Clower continues as 
treasurer of the association. The 
new secretary is also the state secre- 
tary of the West Virginia Lumber 
& Builders Supply Dealers Associa- 





SAM DIEMER 
New Executive Secretary 


tion and will divide his time between 
the two organizations with offices in 
Fairmont. His appointment in the 
hardware group is made subject to 
the approval of ‘the directors of his 
present organization. 

Resolutions opposing the passage 
of a state wage and hour bill and a 
labor relations bill now being con- 
sidered by the legislature were 
adopted by the convention. 

The convention opened Monday 
evening with Mr. Hamner, president 
of the association, presiding. A fea- 
ture of the evening was the sound 
picture “I Wonder” depicting cor- 
rect and incorrect selling technique. 
It was shown through the courtesy of 
the Monongahela System. This was 
followed by KDKA radio variety 
show. 

At the Tuesday morning session, 
George G. Hoy, associate editor, 
Harpware Ace, New York, N. Y., 
spoke on “The Future of Hardware 
Retailing.” He said that oppor- 
tunities in the retail hardware busi- 
ness were greater today than ever 
before for men of vision and men who 
were not afraid of hard work. He 
emphasized the fact that dealers 
must find more time for selling and 
suggested that this problem might 
be solved by closer jobber-dealer co- 
operation and the shifting of certain 
responsibilities of merchandising 
from the dealer to the wholesaler 
who is in position to do them better. 

F. Roy Yoke, collector, Internal 
Revenue Bureau, Parkersburg, W. 
Va., discussed the “Tax Situation” 
and this was followed by President 
Hamner’s report of the year’s ac- 
tivities. 
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‘F. B. Kaufman, sales manager. 
Hibbard, Spencer, Bartlett & Co., 
Chicago, IIl., talked on “This Thing 
Called Merchandising” at the after- 
noon meeting. He told the dealers 
that one cannot legislate success, 
and emphasized the point that losses 
in volume which have occurred in 
the hardware store are due largely 
to the dealer’s failure to do a mer- 
chandising job. One of the reasons 
for the success of the chains is their 
ability to develop a sound program, 
and carry it through successfully. 

Mr. Kaufman said the hardware 
dealers could enjoy the best business 
ever if they would follow such a plan 
and suggested that they: 1—Concen- 
trate purchases with as few sources 
as possible; 2—Develop a merchan- 
dising machine—a modern hardware 
store; 3—Have the right selection of 
merchandise; 4—Have the right 
price on the right merchandise; 5— 
Use proper advertising; 6—Do a 
better selling job. 

Other speakers at this session were 
W. R. Lunk, commercial counselor, 
Monongahela System, Fairmont, W. 
Va., who discussed “The Need for 
Better Selling”; G. D. French, dis- 
trict manager, Certain-teed Products 
Corp., Cleveland, Ohio, who spoke on 
“The Need for Telling Customers”; 
and William L. Ward, district com- 
mercial manager, The Chesapeake & 
Potomac Telephone Co., who -talked 
on “Building Sales Volumes and 
Customer Good Will by Telephone.” 
Mr. Ward also presented the sound 





motion picture entitled “A New 
Voice for Mr. X.” 

W. J. Sheely, The Geo. Worthing- 
ton Co., Cleveland, Ohio, spoke on 
“How Suppliers Support Open 
House” at the Wednesday morning 
session. He told the convention that 
store traffic is the life blood of any 
retail business and that “Open 
House” helps build additional store 
trafic. Mr. Sheely told dealers that 
they should spend more for adver- 
tising and pointed out that of the 
total amount spent for advertising 
items sold in hardware and other 
stores, more than 93 per cent is ex- 
pended by other retailers, while only 
7 per cent is spent by the hardware 
dealers to bring customers to their 
store for these items. 

A. C. Kammeier, NRHA, discus- 
sed National Hardware Spring Open 
House promotion kit and the pro- 
gram for the event scheduled for 
May 1 to 10 inclusive. Following 
this, dealers and representatives of 
wholesalers and manufacturers held 
an open forum on the values of 
“Open House.” The session closed 
with the showing of the picture “One 
Man Listens” presented by the Rem- 
ington Arms Co., Inc., and Peters 
Cartridge Division, Bridgeport, Conn. 

C. L. Couger, NRHA, spoke on 
“Taking the Mystery Out of Account- 
ing” at the afternoon session. W. A. 
Smith, W. H. Smith Hardware Co., 
Parkersburg, W.Va., acted as toast- 
master at the annual banquet and 
Dusty Miller, famous after-dinner 
speaker, was guest speaker. 
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General view of the model kitchen which has been recently 
installed in the General Electric Institute, Bridgeport, Conn. 
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Aye: * SCHALK’S WOOD PUTTY + DOUBLE X © SAVABRUSH 













He’s Schalk’s newest salesman 
...an odd character who is not 
so odd because he typifies mil- 
lions of Americans who like to 
‘putter around” with do-it- 
yourself items like Double X, 
Savabrush, Schalk’s Crack Fill- 
er, Waxoff, Schalk’s Wood 
Putty. Nationally advertised! 


€R + HSNUBVAVS © X 319NOA «+ ALLNd GOOM S.N1VHDIS « 43 
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VAUGHAN 


~ SUB-ZERO 
AXES 







The choice of 
farmers and 
‘\woodsmen 
everywhere 


Desiqned for chopping 
at temperatures as 
low as 50° below zero. 


NO BETTER AXE AT ANY PRICE 


All-ttool steel blade is electrically 
fused to tough steel head by Vaughan’s 
exclusive, patented process. Distine- 
tive blue and silver striped head and 
high grade white hickory handle make 
the Vaughan Sub-Zero Axe the most 
distinctive axe on the market. 
Include Sub-Zero Axes with your next 
order. Display them on your counters. 
Every customer that comes into your 
store will remark about their beauty 
and every user will vouch for their 
quality. 
Ask your Jobber for details or write 
direct to the factory! 


VAUGHAN & BUSHNELL | 


MANUFACTURING CO. 
2114 Carroll Ave., Chicago, Ill. 
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ALLIGATOR TIME! 


@ Year in and year out hardware and 
implement dealers have made money > 
out of Alligator Steel Belt Lacing—made 
money because Alligator is used every- 

; where that belts are used—made money 
because a small stock of Alligator will 
show a remarkably good turnover. Don’t 
let this profitable business get away, 
because you can't deliver when the . 
emergency calls come in. 

Check your stock of Alligator today and - 
order from your jobber. 
FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago 









millions of belts on farms 


ot ee 


“belt * lacing. ‘have * 

-~ ‘been many imitations but ° 

Alligator always .comes: : 
” because 






ALLIGATOR 


TRADE MARA AEG eet eet 


STEEL BELT LACING 


bettor FLUE STOPPERS 


MEAN bigger SALES 
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And #3 Gems are hetico— 


@ Because of outstanding appearance 
— attractive pictures lithographed 
on metal. 


@ Because picture is permanently 
locked to the blank. 


@ Because of the famous Gem folding 
wire tasteners—secured to the blank 
by sockets raised from the metal of 


the blank itself; no assembling oper- 


ations or loose parts involved. 


Ask your Wholesaler for #3 Gems, 


or write us for reference. 





J. L. CLARK MANUFACTURING CO 


ROCKFORD, ILLINOIS 
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Questions and Answers 


(Continued from page 114) 


Mr. Taylor: What is the best way 
for a dealer to enjoy additional sales 
by adding major appliance items, 
such as washing machines, radios, 
etc.? 

Mr. Woodmansee: 1 think it is 
necessary for a dealer to survey his 
field, and know whether or not there 
are a sufficient number of people in 
those lines of business. Also, he 
should know whether or not he can 
finance it, or whether someone will 
carry his paper. He can add to his 
business by adding major appli- 
ances, but he must find out if some- 
one will carry his paper, and for 
how long. 


> + 


Mr. Taylor: How much should a 
dealer spend for advertising? 

Vr. Townley: If you call it sales 
promotion, I mean literature from 
wholesalers, and such as National 
Hardware Open House. window 
trims, etc., I would say from 2 to 3 
per cent. In 1939 the average re- 
tail hardware store spent 1 per cent 
of gross, approximately, for adver- 
tising—including sales promotion. 
The chain stores spent approxi- 
mately 3 per cent—inviting your cus- 
tomer into their stores three times 
as often as you do. 


> + 


Mr. Taylor: If I send my truck 
across a state line, either for the 
purpose of obtaining merchandise 
for my stock, or of delivering mer- 
chandise to a customer. am I subject 
to regulations issued by the Inter- 
state Commerce Commission? 

Mr. Townley: We have had that 
problem up because of our trucks 
crossing the state line into Kansas. 
The ICC would have regulation only 
in so far as safety is concerned. 
tires, brakes, etc.: and the number 
of hours a man can run a truck. 


> + 


Mr. Taylor: If I am considering 
the addition of some new line should 
I ask the advice of my salespeople? 

Mr. Faeth: Yes, you should, but 
you should make the final decision 
yourself. I think salespeople are nat- 
urally sales-minded, but you have to 
be management-minded and finance- 
minded also. 

> ¢ 


Mr. Taylor: What records must I 
keep of my sales of guns, pistols, 
rifles and pistol ammunition? 

Mr. Woodmansee: You must reg- 


ister all guns with the serial num- 
bers. The Government may pick up 
in New York state a gun bought 
originally by some dealer in Okla- 
homa. This is the way they check 
on guns taken away from bandits. 


> + 


Mr. Taylor: Do the regulations 
mentioned in the preceding question 
include .22 caliber ammunition and 
shotgun shells? 

Mr. Woodmansee: No, they are 
not included. 

> + 


Mr. Taylor: It is frequently rec- 
ommended that retailers confine 
their purchases to as few sources as 
possible. What is the advantage of 
such procedure? 


Mr. Johnson: There are a great 
many advantages that accrue to the 
dealer who does limit his sources of 
supply. I believe that all of you are 
conversant with many of those ad- 
vantages. The first that comes to 
my mind is the fact that you will be 
working to increase your coopera- 
tion, and save your time by inter- 
viewing fewer salesmen. You will 
enjoy better terms because you will 
be having more shipments from 
fewer houses, and have a better as- 
sorted stock, and you will have more 
time to do the thinking you should 
do to do more profitable selling 
yourself. 


> + 


Mr. Taylor: Do you expect price 
advances on the following items be- 
tween now and June Ist: Wire cloth, 
steel goods, garden hose, lawn mow- 
ers and fertilizers? 

Mr. Johnson: Prices are unpre- 
dictable. Manufacturers in general 
are not willing to commit them- 
selves beyond a 30 or 60-day basis. 
None of them want to commit them- 
selves beyond their present stocks 
of raw materials, and it is rather 
hard to say just what the price situ- 
ation will be. In re-issuing a price 
schedule for our general catalog. I 
believe that in the first 118 pages 
we had only about 120 price changes 
up to now. There will undoubtedly, 
however, be price advances, particu- 
larly in such items as are made of 
steel, and items which have as a 
large part of their manufacturing 
cost the price of labor. 


+ + 


Mr. Taylor: Would it be worth 
while for me to go through my cus- 
tomers’ ledger, say every six months, 
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“Profits for your 


Sell her the 


unusual hand 
protection of.. 






ARDWARE merchants helped to double 
Ebonettes’ sales last year—and made 
money at it. They proved these different 
gloves are your chance at the rich beauty ap- 
peal market—a fast-selling specialty instead of 
old-style rubber household gloves. Ebonettes are 
not rubber—they'’re made of neoprene, DuPont's 
miracle synthetic—first glove that could be guar- 
anteed to protect hands for 6 months against all 
household liquids, including paints and paint re- 
movers. Exclusive new non-slip finish holds 
soapy dishes as safely as bare fingers. Don't 
miss this chance for extra glove profits—call 


Pays you big returns for your Wholesaler or write us today. 
only 64% x 8% inches of 
your counter space. 


The Pioneer Rubber Co., Willard, Ohio 





The 
Best Seller 


of its class! 


Get this straight! Hoppe’s No. 9 Nitro 
Powder Solvent has been, and is, the best 
known and most widely used gun cleaner 
in the market. 


Shooters Demand “‘Hoppe’s” 


because Hoppe’s always makes good. Put in 
a stock of Hoppe’s No. 9 — Hoppe’s 
Patches — Hoppe’s Lubri- 
cating Oil— and Hoppe’s 
Gun Grease — “the old 
reliables”. Order from 
your jobber today. 


FRANK A. HOPPE, Inc. 
23140 North 8th St, Philadelphia, Pa. 
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FLAMEMASTER 


ASBESTOS WICK 


Speaks f* ilielf in SALES 


EALERS who display Flamemaster for the first time 

are amazed by the increase in their wick business 

The steady growth in the volume of Flamemaster 
sales tells the story of its popularity better than words. 
Flamemaster is a high grade ‘‘rock weave’’ (asbestos) 
wick, ventilated to permit the free flow of oil through 
bowl channels. Lights easily, produces better combus 
tion and burns with a blue (non-carbon forming) flame. 

A THREE-WAY MERCHANDISING SET-UP 
SPECIAL DEAL NO. I—SENIOR MERCHANDISER (left), FREE. 
Put an end to tangled, shopworn stock. No more losses through 
wrong measurement. Contains 400 ft. of Flamemaster Wick in 4 
sizes; %”—1"—1/4"”—1 %" A chart on front gives wick specifica- 
tions for all makes and models of. burners. All-metal, in $8. 90. 
3 colors, Dealer Net, F.0.B. Jobber's Whse. 

Also FREE—Valuable Dealer Selling Aids. 
SPECIAL DEAL NO. 2—JUNIOR MERCHANDISER (right), FREE. 
oy I on the same principle as Senior size. Contains 100 ft. %” and 
100 ft. 1%” Flamemaster Wick. Gives wick specifications for 85 makes 
and codile of burners. Dealer net, F.0.B. Jobber’s $4. 45. 


Whse. 
FREE—Attractive 2- color Window- Wall Poster 
HANDY BOXED SETS—in 5'2 or 12 ft. Rolls. Also eut-to-fit sets 
for specific burners. In individual 2-color cartons for counter display. 
lf your Jobber can’t Supply you write to us. 


TRIPLEWEAR, PATERSON, N. J. 


SENIOR PSSPENSER BOXED WICK 


JUNIOR 
DISPENSER 























VIKING 
Fan Sales 
are VELVET 
for YOU— 
Cash in on 
COMFORT 
COOLING 
this Summer 


Your sales of VIKING Window Fans this summer will represent 
extra business and profits which will go a long way toward tak- 
ing care of your rent and other overhead. There's a substantial 
market for this high grade portable appliance among tenants as 
wel as home owners who appreciate the delightful cooling com- 
fort that VIKING Window Fans provide for hot summer nights. 
Retails at less than $50.00, bringing cool night air and restful 
sleep within the range of every family budget. Also practical for 
apartments, offices, stores, meeting rooms, etc. Quiet in opera- 
tion, dependable, economical. 

Write today for complete details 


VIKING 


AIR CONDITIONING CORP. 
9505 Richmond Ave. Cleveland, O. 
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supply the need for an inter- 
mediate line of chrome plated 
accessories that fills the gap 
between the inexpensive, light 
gauge metal and wire units, and 
the higher priced lines. 


The CASCADE line consists of 
31 units, including both recessed 
and projecting types. Recessed 
units are fabricated of Ana- 
conda brass . . . projecting ac- 
cessories are of Zamac metal. 


All units finished in copper, 
heavily coated with chrome. 
Guaranteed for indefinite wear 
... Solid .. . Substantial. 


For folder and complete details 
"CASCADE" Accessories, 
write Dept. HA. 


of 


MIAMI CABINET DIVISION 
The Philip Carey Company 


MIDDLETOWN, OHIO 


and make a list of customers who 
have not bought anything from me 
during that period and then phone 
or write to ask them why? 

Mr. Pinkston: In discussing that 
very thing with successful dealers 
during the past year, I find almost 
without exception they have been 
using u follow-up plan of some sort 
or other; it is one of your best as- 
sets if you will make use of it. 


> ¢ 


Mr. Taylor: Do you recommend a 
store bulletin board for the benefit 
and convenience of customers? If 
so, what information should you 
post on it, and how to get it? 

Mr. Pinkston: It seems to me that 
the time has passed for that with 
the radio and the speed of news- 
papers and travel today. 


> ¢+ 


Mr. Taylor: Is it safe to make an 
advance payment on an order given 
to some salesman I do not know if 
the goods are purchased from a firm 
with which I have not dealt pre- 
viously ? 

Mr. Woodmansee: 1 think the 
whole audience would shout “No!” 
> ¢ 

Mr. Taylor: We formerly enjoyed 
a satisfactory volume and profit on 


radio and electric refrigerator sales. 
Why is it that the lines are no longer 
profitable? Can the jobbers do any- 
thing about it? 

Mr. Townley: To answer that 
question, you almost have to under- 
stand what the manufacturer’s view- 
point is. When he first starts out to 
manufacture a new product his pro- 
duction costs are higher than when 
he achieves a larger sales volume. 
At first they sell the higher income 
bracket, but when everybody in the 
country has bought the product, they 
turn their attention to the smaller 
income group, you cannot expect 
the manufacturer to continue to sell 
it on a large margin. It is a natural 
evolution, and you cannot expect to 
handle these goods on as large a 
margin as when selling to the high 
income group, or even the medium 
income bracket. 


> + 


Mr. Taylor: Do you think a strict- 
ly cash hardware store would be 
successful in the average town of 
5000 to 15,000 people? 

Mr. Townley: 1 asked one of these 
so-called cash stores once what they 
called “cash sales,” and they gave 
me the names of the biggest stores 
in the country, and said they are 
all casi: sales—Macy’s, Montgomery 


” 





CASCADE... 


Bathroom Accessories by MIAMI 


We supply boards showing the complete 
lines of accessories. Also smaller boards to 
display selected accessories showing less 
than the complete lines. You pay for acces- 
sories only; we furnish the boards and 
mount them free of charge. 
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Ward, etc. They got cash for every- 
thing up to a certain price, and got 
paper on that to turn into the bank 
for cash. On that basis, I would say 
the cash store would be successful. 
| would say that the individual hard- 
ware store that is going to be a 
service store, could only question- 
ably continue as a strictly cash store, 
and be the type of service store that 
it now is. 
> + 

Mr. Taylor: What procedure 
should I follow to reduce losses from 
bad accounts, and to insure prompt 
collections? 

Mr. Faeth: Well, 1 would say that 
the first thing is to know your trade. 
your territory, and to keep ac- 
quainted with what is going on in 
your town and your community; and 
to keep in touch with individuals by 
going out and calling on them so 
you will know how they are getting 
along; and then you must insist on 
a substantial down payment on these 
time payment sales. If any one is 
behind on his payments, keep a close 
follow-up on him. 

> + 

Mr. Taylor: Can a retailer rea- 
sonably expect to meet chain store 
competition if he doesn’t match 
chain store methods? 

Mr. Faeth: 1 would say to imitate 
to a certain extent, but to do it in 
your own way, to keep the individu- 
ality of your own place. Take ad- 
vantage of all the advertising ideas. 
and whatever good sales tips you 
can get, and all of the sales litera- 
ture (all the jobbers have a great 
deal of it for the asking), but be 
sure to maintain the character of 
your store as an independent one. 

> + 

Vr. Taylor: What is the best way 
to cultivate the friendship and trust 
of the young boys and girls who are 
tomorrow’s customers? 

Mr. Johnson: 1 saw something 
bearing on that in a store where I 
was visiting last fall. A school boy 
came in and the clerk went to the 
boy and said “What do you want?” 
He went to the back of the store to 
get the boy’s need, but the owner 
came up and asked, “John, how are 
things over at the HiY?” You will 
win them by being interested in the 
things they are interested in, and 
treating them like human beings. 
and learning to know them. 


> + 


Mr. Taylor: Should the dealer 
pay himself a salary, a commission 
or a flexible drawing account? Tl 
tell you what I think, he should pay 
himself a flexible drawing account, 
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®lf you have never sold MIL- 
ORGANITE, you have very def- 
initely overlooked not only a 
profitable sales opportunity for 
yourself, but also an exceptionally 
satisfactory, all-around fertilizer 
for your home and garden trade. 


ats MILORGANITE is unexcelled 
J \. for producing and maintaining 
healthy, luxuriant turf, flowers, 
shrubs, trees and home gardens. 
| It is clean, economical and easy 
to apply; non-burning; and long- 
lasting in fertilizing effect. Even 
the most inexperienced home 
gardeners can use Milorganite 
successfully, 
This year...SELL MILORGANITE. 
Write for descriptive literature and 
name of nearest distributor, 
THE SEWERAGE COMMISSION 
Dept. H-320 © Milwaukee, Wis. 


MILORGANITE 


is the IDEAL LAWN & GARDEN FERTILIZER 


Packed in convenient 
25-, 50-, and 100 lb. 
sift-proof bags, MIL- 
ORGANITE is easy to 
handle, and easy for 
the customer to take 
away and use. 


“NS 


































Don’t Overlook The Larger Sizes 


While the 18” McGuire’s Bamboo Lawn Rake best 
serves the average home owner’s uses, most house- 
holders also need the 24” size for heavy duty, such as 
raking leaves, rubbish, etc. Suggest this larger size to 
them, it will usually sell another rake for you. 


And don’ty 

overlook the 
big 30” size 
for profes- 
sional gar- 
deners on 
large estates, 
Parks, 
grounds of 
public build- 
ings, ete. 


FLEXIBILITY 


STRENGTHS>—> 


Variety of 
Sizes 

McGuire’s Bamboo 
Lawn Rakes come in 3 
sizes: 18”, 24” and 30” 
—a size for every re- 
quirement. Constructed 
in America by skilled Amer- 
ican workmen. Light, strong 
and extremely durable. Ask 
your Jobber. If he is not 
supplied, write to us. 


THE GEO. W. McGUIRE CO. 


WHITESTONE, LONG ISLAND, N. Y. 




















Follow the LEADER 
in “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 























m= This Is It / 


SET) Genuine HIDE GLUE 


2—in Liquid Form—Ready 
For Instant Use / 

\ = glue that has completely 

revolutionized wood gluing 


methods in many of America's finest furniture 
factories! 


ane 





. .. the fine-quality adhesive for all wood gluing that makes 
solid, binding joints — stronger than the wood itself — and 
which requires no mixing, no heating! 


. the glue that has won the highest praise of Manual 
Training Instructors in hundreds of America's schools! 


. . the glue that home craftsmen, model builders, repair 
shops and farmers have hoped for—yes, almost prayed 
for — 


Now available to dealers — now nationally advertised 
— now packed in sales-making counter displays! On 
top of that, an Introductory Offer that will make your 
Cash Register sing! 


Write today — for free sample — full information. 


The Franklin Glue Company, Dept. D, Columbus, Ohio 


FRANKLIN 


Liquid HIDE GLUE 
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SELF-SERVICE 


FOR YOUR CUSTOMERS! 


EAGLE *® 

ansPARENT "Okay, 

* Ranbou “ 
a ILERS 


= LT 4.7 


ay 7h. Thi 
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You simply open each carton like a 
book and put the displays on the 
counter. The oilers sell themselves. 
They'll fit receptacles on all farm 
machinery, and are priced to make 
good for you. 





See your jobber or address inquiries to 


EAGLE MANUFACTURING CO. 
Dept. 931 Wellsburg W. Va. 





























Every feature that’s new. Aero 
(rain shedding) Dome. All-Weath- 
er Controls. New Air Flow Com- 
bustion. Storm Tested. Easier to 
Look at—Easier to Use... 


EASIER TO SELL...in Two Handy Sizes 





Embury Mfg.Co., Warsaw,N.Y. 
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and when he doesn’t make it, he 
doesn’t get it. 

Ur. Johnson: Well, I agree with 
you, but you’ve answered my ques- 
tion. 


> + 


What are the hard- 
discourage 


Vr. Taylor: 
ware jobbers doing to 
the manufacturers from selling large 
chain standard hardware 
items at a price less than the jobber 


stores 


enjoys? 

Mr. Pinkston: All of the 
and all of the reams of paper that 
have been used to try to place be- 
fore the manufacturer the position 
of you and of ourselves, because our 
eggs are all in the same _ basket. 
have run into huge tetals. You are 
all probably familiar with the new 
plan of the Pyrex people. The Con- 
zoleum-Nairn floor covering people 
have made a step in that same direc- 
tion—-toward creating a better par- 
ity. The ammunition people have 
considered that for many years. and 
have had the matter in mind for the 
years. and have taken a 
in deciding what they 


hours 


past two 
lot of time 


should do. 


The Jobber’s 


Mr. Taylor: The so-called drug 
mail order store, department 
store, auto supply store, all carry a 
large assortment of hardware and 
kindred lines. How can the hard- 
ware dealer meet this competition? 
What additional lines or 
would you suggest, if any? 

Ur. Pinkston: There is almost no 
way to segregate the items that one 
class of dealer should handle. There 
is nothing to prevent you from add- 
ing the items you see fit to handle. 


store, 


services 


and the auto supply store and others 
can do the same thing. Even though 
we consider the items strictly hard- 
ware items, these outsiders have en- 
croached. We don’t believe it is the 
smart thing to try to copy or mimic 
such stores’ methods to the extent 
that you lose your personality as an 
individual. I will say sometimes we 
have been discouraged in taking 
items on which we sacrificed a profit 
to the dealer. and have him boost it 
up to make twice as much as before. 
using the same methods as the stiff- 
est competitor is using to indicate 
that all items are lower in his store. 


Salesman Can Help You 


—TIf You Let Him 
By FRED H. GATES 


HIS is addressed principally to 

the hardware retailers of the 
country whose present annual sales 
volume is less than $30,000.00 and 
they constitute over 55 per cent of 
the total. 

No matter where he is located the 
retail hardware dealer has ample 
opportunity to buy from about half 
good wholesale hardware 
mention the swarms 
of salesmen presenting specialties of 
varying merits. If he gives an inter- 
view to every one of these people he 
can easily spend two or three hours 
a day away from the only productive 
part of his business, which is sell- 
ing. Also, if he gives a small order. 
every now and then, to the majority 
of the jobbing salesmen who call. 
none of them will be much interest- 
ed in his welfare and he will acquire 
a stock which is mixed as to brands 
and quality. 

On the other hand, the progressive 
dealer is dependent on salesmen for 
current trade information but be- 
yond the demands of courtesy there 
is no need of spending a consider- 
able time daily, obtaining it. 

We advocate, therefore, that the 
dealer select, for a major source of 
supply. one wholesaler, whose stock 
service prompt and 


a dozen 
houses not to 


is adequate, 


located near the dealer’s town. if 
possible. In making this selection 
the type of man representing the 
house should have considerable 
bearing on the choice made. One 
who is above average in his own 
organization. and that is easily as- 
certained. can be depended upon to 
give real assistance to the dealer, as 
that is the reason for his success. 
This may mean dropping some 
favorite jobber’s salesman but if he 
is just a pleasant but ineffectual 
order taker, the dealer will never 
get any ideas of value from him nor 
help in introducing new lines. We 
do not favor the high pressure sales- 
man in any way but—just the 
ordinarily intelligent man who stud- 
ies the needs in a particular district 
and is then persistent in showing 
a dealer how to supply these needs, 
completely and at all times. Work- 
ing with a salesman of this type. the 
dealer can profitably give him his 
undivided attention for an hour or 
so about every two weeks and in al- 
ternate weeks the goods temporarily 
out of stock can be ordered from a 
second choice wholesaler. This meth- 
od of buying will satisfactorily take 
care of 90 per cent of the average 
dealer’s necessary purchases. 


HARDWARE AGE 














A Wholesaler’s Views 


(Continued from page 54) 


ship. Federated Co-op. buying, 
and the elimination of the profit 
motive in business will lead us to 
a millennium in this country. 
There doesn’t seem to be any way 
to stop the theorist from wishful 
thinking—for as we all know, there 
are a great number in this country 
who are perfectly willing to ex- 
periment with someone _ else’s 
money. 

This type of co-operative buy- 
ing here has not proved successful 
in giving the 
value for their money, and _ that, 
after all, is its only excuse for 
Please do not get a 


consumers more 


existence. 
wrong impression of how we are 
thinking—we positively are not in- 
cluding the local merchandising 
Co-ops. with the Federal sponsored 
Co-ops. We have no quarrel with 
the former for they are generally 
locally owned and operated, but 
we do resent the fact that certain 
politicians are using the Federal 
Co-op. idea to feather their own 


nests. 
Moreover, we must remember 
that consumers are their own 


bosses. If they want to put their 
money into a Co-op. enterprise. 
that is their business. On the other 
hand, every distributor and dealer 
can certainly object to any Co-op 
being sponsored or financed by 
public money. These R.E.A. rural 
Co-ops. are financed by the Gov- 
ernment, and the sponsors of this 
movement claim they will pay for 
themselves. Whether they will or 
not is beside the question here. 
But we, as merchants, certainly 
can object if the heads of the 
R.E.A., or if the heads of the local 
R.E.A.s recommend and foster any 
movement to get these R.E.A. Co- 
ops. into the merchandising field. 
The Government has no business 
competing with its own citizens for 
they are the ones who are paying 
the taxes to support the Govern- 
ment. No one in a free country 
should be asked to finance a com- 
petitor. 

We known that of the 
local R.E.A. Co-op. associations 
are working with the local mer- 
chants on a satisfactory basis, but 
if a sufficient number of these 
R.E.A. Co-ops. are encouraged to 
do direct buying and selling. and 


many 
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the members are, in turn, given 
prices way below the cost of mer- 
chandising service, this news is 
going to spread like wildfire, and 
very soon all these R.E.A. Co-ops. 
will be asking: “Why can’t we do 
the same thing?” 

Our company is strongly of the 
belief that any wholesaler or man- 
ufacturer that permits its merchan- 
dise to be offered to consumers at 
retail.dealers’ costs, or anywhere 
near that figure, will be pursuing 
a course detrimental to his own 
welfare. 

We haven’t made any inquiries 
as to what others are doing. We do 
know that requests to sell have 
come to us. Naturally we were 
very 
such requests from retailers, par- 
ticularly in the State of Minne- 
sota, where the Retail Association 
has put up such a hard battle to 
gain the co-operation of the utili- 
ties in establishing fair and rea- 
sonable merchandising practices. 
What can the Minnesota Retail 
Hardware Association say to the 
utilities now if its own members 
encourage this R.E.A. Co-op. buy- 
ing movements ? 

Perhaps we have over-stated the 
seriousness of the merchandising 
trend in the R.E.A. movement, but 
we don’t believe that we have. Nor 
do we think that any of you mer- 
chants, who think favorably of this 
idea, realized the far-reaching ef- 
fects it might have on the future 
of retailing. It’s easier to check it 
now than after it has acquired mo- 
mentum. It has powerful sup- 
porters, and singly, we will get no- 
where. 
have demonstrated on divers oc- 
casions what could be done when 
you all put your shoulders to the 
wheel. 

We believe that this new form 
of government sponsored and 
financed competition is so unsound 
and so dangerous that it can have 
only one ultimate result if it is not 
checked—the destruction of inde- 
pendent retailers—and we are 
vitally interested in the success of 
our customers, and as far as we 
are able, will be more than glad to 
do what we can to assist you in 
this real battle which now con- 
fronts you. 


much surprised to receive 


In your association you 








LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 


WICK ... 


OIL RANGES AND HEATERS 
MADE ENTIRELY OF 




















Mf'd under U. 8. Pat's 
2,197,866 and 2,184,899. 





The Original 
IT’S PROVED 
IT’S PROFITABLE 


Glaswik — made en- 
tirely of the famous 





Fiberglas Yarn—Fea- ih 
tures performance im- [ii'; 
possible with old-stylc als 
wicks. It Lights [H#$ 
Instantly. Needs less ide 
Attention. Lasts in 
Longer. Produces Ife 
More Heat. No Car- } 
bon or Soot. Uses 





Less Oil. 
Merchandising Material with Each 12 Boxes 








Atlas Asbestos Co., Dept-2 | 
Worth Wales, Pa. | 


Please send literature and prices 








lf Your Jobber 


Can't Supply You... 























Ovictnal 
NU-JAMB' 


LAWSON —— MILWAUKEE 
Double -Acting 


SPRING HINGES... 


BOOST SALES 


to BUILDERS | 


Attractive, strong long-wearing. quiet, smooth- 
operating Made with BUTTON Tips. Approved 
by leading architects. 

Easy to install--require 
no hanging strip. Offer 
more solid support to 
loor jamb 
MILWAUKEE  Hard- 
ware. . . POPULAR 
FOR OVER 40 YEARS. 


MILWAUKEE STAMPING COMPANY 
816 SOUTH 72nd STREET 
WISCONSIN 





MILWAUKEE ° 


























| | | ; } | 
Every User Recommends It— 


Every man who uses a Townsend Wire 
Stretcher is pleased with the ease with 
which it is attached to the wire, the rapid- 
ity with which the wire is brought into 
position for nailing, and the fact that he 
can stretch the wire and nail it to the post 
without assistance. These time and labor 
saving features have made the 


Townsend Wire Stretcher 


a profitable seller for over 30 years. It 
will stretch plain, twisted, barbed, woven 
wire or large mesh open wire. The 3 foot 
wooden handle is fitted with malleable 
iron pincers with serrated steel grips war- 
ranted not to slip. Also ideal for tight- 
ening bands and wire on large shipping 
boxes, crates and bales. Send for Trade- 
prices, also Folder which gives complete 
details. 


B. W. TOWNSEND 
Painted Post, N. Y. 








138 





| HE midnight oil is 


getting ready to burn in the re- 
tail hardware store of Dunham & 
Bostwick and the two partners. 
Joseph Dunham and George Bost- 
wick, look as though they had had 
a hard session. They are putting 
the finishing touches on their in- 
come tax report for the calendar 
vear 1940 and, judging by their 
appearance, it hasn’t been child’s 
play. 

DUNHAM: Well that’s that! 
We're lucky that we don’t have to 
do this oftener than once a year. 
Well, I suppose we’re lucky to be 
able to pay an income tax. There 
are plenty of firms in other lines 
that won't have as much to show 
for the past year as Dunham & 
Bostwick. Saunders Norvell asked 
“What Is Money?” After this 
session I’d be able to tell anyone 
all about it. 

BOSTWICK: What do you 
mean, he asked “What Is Money?” 

DUNHAM: That was the title 
of his article in the March 6th 
issue of HaRrpwaRE AGe. He an- 
swered it by saying that to him 
it meant the measure of the na- 
tional standard of human labor in 
a medium of exchange. It was an 
interesting article well worth 
reading. And, while I’m speaking 
of money, there was another ar- 
ticle on another angle of the sub- 
ject—collections. There’s a firm 
up in Connecticut that uses small 





poems in collecting small accounts. 
When a fellow’s overdue with a 
small bill this firm sends him one 
of these poems—there are three in 
the series. They’ve hung up a fine 
record with them, too. The first 
one in the series has collected from 
60 per cent of the people to whom 
it was sent. 

BOSTWICK: That’s a dandy 
record for anything — prose or 
poetry. Might be a good idea if 
we went into verse with some of 
the people who have been hanging 
us up with small bills. Any other 
business building ideas in that 
issue 7 

DUNHAM: There are always 
plenty of them in every issue of 
HarpwaRE Ace. For instance, 
there were two pages of brief items 
or “Trade Traffic Builders.” They 
told what other firms and com- 
munities had done to build busi- 
ness. Each idea was compressed 
in a single paragraph. Then there 
was another story about selling 
fishermen the fishing idea before 
the season starts. Displays and 
advertising do the trick for them 
and one of the partners has a local 
reputation as an angler. They 
get the jump on everyone in their 
section and by the time the season 
opens they are going strong. They 
get over two turnovers a year on 
fishing equipment. 

BOSTWICK: That was a good 
article in the February 20th issue 
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DiM SPFC/AL TENNIS RACKET ASSORTMENT 













ASSORTMENT No. DTD 
Metal Display Stand—No Charge 


Consists of an assortment of eight popular priced Tennis 
Rackets, three containers of Tennis Balls and a metal Display 
Stand. This display is an effective Silent Salesman requiring 
a minimum amount of space. 


Write your jobber for complete information or direct to, 


THE DRAPER-MAYNARD CO. 
400 YORK ST. DEPT. HA CINCINNATI, OHIO 




















IF WE OFFERED 
YOU THE 
EQUIVALENT OF 
THIS BOOK IN 





poem 1S READY 


More hardware dealers and 
jobbers sell water heaters 
today than ever before. It's 
right down their alley. But are 
you one of those who are miss- 
ing the profits from a line 
that “fits into your pic- 
ture’? Electric, Gas, Oil, 
Kerosene, Liquefied Gas... 
heaters for them all. 


Don't miss the best bet in the 
water heater industry. Get your 
free copy of the new No. 41 
Hotstream Catalog now! 





OIL ELECTRIC 





THE HOTSTREAM HEATER COMPANY 


8007 GRAND AVENUE a CLEVELAND, OHIO 
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ALL STEEL 


PAK - AGE 
KITCHENS 


america ee 


THE NEW MODERNIZED KITCHEN! 


"THE kitchen used to be a not-too-attractive 

work shop for the preparation of meals. 
But the modern kitchen is light and airy .. . 
a well equipped room to be enjoyed by the 
whole family. Kitchen modernization is 
booming and this new market offers 
tremendous year-round profit possibilities . . . 
if you have the right merchandise to sell! 


Auburn Central all steel sinks and match 
ing cabinets are the line for you to handle 

. for quick sales. Get complete de- 
tails on the A-C Profit Plan ... write 


phone or wire! 


AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 


AUBURN CENTRAL SINKS AND CABINETS - BUILT LIKE A FINE AUTOMOBILE 











| 
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THERE WERE MANY PROFITABLE LINES 





The ~— Profitable 
YOUNGSTOWN 

PRESSED STEEL 
‘KITCHENS 


NO FREE SERVICE 
NO TRADE-INS 

HIGH UNIT SALE 
POPULAR PRICE 
EASY INSTALLATION 
LASTING BEAUTY 







A typical YPS ensemble in tion of matched 
sink, wall and base cabinets. YPS Units come in 
a variety of styles and sizes 


YOUNGSTOWN PRESSED STEEL Kit 
chen Equipment qualifies on every 
count as a profitable line—and has the 
added advantage of opening a new field 
for experienced merchandisers 

The Kitchen Merchandising Busi- 
ness, as developed by YPS, gives you 
the opportunity to earn and get the net 
profits of ‘‘the good old days.” 











a 
COUPON 


MAKE SOME REAL 
MONEY IN 41 





Youngstown Pressed Steel Div., Dept. 110 
Mullins Mfg. Corp., Warren, Ohio. 


Please send me complete information about the YPS proposition and 
selling plan 











Name 

Address : a a 

City State 

e, 7 HA-341 
139 











STEELGRIP—the stronger belt lac 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out 
Prevents frayed belt ends 8 sizes in 
boxes, handy package or long lengths 





WIREGRIP the belt hooks that 
are ensier to handle, easier to use 
atented blue aligning car! prevents 
waste, makes every hook usable Per 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers 


Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 


“The Belt Lacing People” 
304 N. Loomis St. Chicago, U. 8. A. 














RIGHT IN SEASON 
FOR OPEN HOUSE 


on outboard motors. Wish they'd 
have something else on the sub- 
ject. 

DUNHAM: Well your wish is 
gratified for there’s another article 
on the same subject in this issue. 
It’s about a firm in Michigan that 
sold 15 of them in advance of the 
local fishing season. Advertising 
helped them a lot but their best bet 
was a display of outboard motors 
in the open air in front of the 
store. That was the thing that 
brought home the bacon for them. 
There’s another interesting story 
about a firm that makes electric 
fence controllers a major line. 
Sold controllers and accessories to 
the tune of $1,500 a year and that’s 
something in any man’s language. 
They keep a display of them right 
up at the front door where they 
can’t be overlooked. And speak- 
ing of displaying things there's 
another page on that feature “Un- 
usual Display Ideas.” Three sure- 
fire ideas in it that will go well in 
any hardware store. 





BOSTWICK: Gosh, I hope the 
Government doesn’t turn us down 
on some of those claims we made 
for contributions. 


DUNHAM: i hope so too. But 
there’s one sure thing and that is 
we won't be caught as badly this 
year. Read that article on “Gyps 
That Pass in the Night,” in this 
issue. It will put you on your 
guard against some of the rackets 
that are being used these days. We 
were easy marks for a couple of 
those wise lads, but it’s going to 
be tough for the next ones that call 
on us. Well, suppose we call it 
a day—or night? 

BOSTWICK: All right, suppose 
we do. But I'll admit that the last 
few minutes have been pleasanter 
than some of those earlier in the 
evening. 

DUNHAM: Well, it’s easy to 
supply the reason for that. It’s 
always pleasant when you're talk- 
ing about HARDWARE AGE. 

—G. M. S. 


Married Women’s Jobs 


GOOD many folks believe that 
married women working in 
business and industry are the cause 
of much of the continuing unem- 
ployment. They cite statistics show- 
ing that the number of women ab- 
sorbed into industry in the past 30 
years represent a displacement equal 
to most of our idle man power of 
today. From this fact, they conclude 
that employers should get rid of the 
working wives on their pay rolls and 
put up a bar against hiring more. 
At first glance this argument looks 
logical. But it won’t hold up under 
close inspection. It is as specious 
and as fallacious as the idea that 


having two automobiles when other 
men have none. If we admit its 
validity we endorse the whole share- 
the-wealth, or levelling fallacy. And 
that leads straight to the destruction 
of the incentive system of reward 
according to performance. Worse, 
it leads to that revolt of the masses 
which is at the bottom of the whole 
sad mess the world is in today. 

No, we'll have to think again for 
a solution to unemployment. 





Watch YourVocabulary ./ Find 
new and different words for 
your old stock of adyectiwes 





























machines make unemployment, ac- GOOD NICE 
GARDEN INSECTS and Open House cording to a writer in Nation’s Busi- PRACTICABLE HIGH QUALITY 
come right at the same time. So give a ness. SERVICEABLE DESIRABLE 





choice display space to Red Arrow Garden 
Spray—nationally advertised in more mag- 
azines to more millions of home gardeners 
than any other garden insecticide. Ask your 
jobber for posters, leaflets and other selling 
helps. Or write now to: 

THE McCORMICK SALES CO. 

403 Light St. , Baltimore, Md. 
McCormick & Co. (Canada) Ltd., Toronto 


Put this theory under a magnify- SENSIBLE 
ing glass and you'll see that its origin USEFUL 
goes back to the same impulse which 
causes one to be jealous of those whe 
are doing better than himself in the 
world. “Look at the Browns,” says 
neighbor Smith. “He makes good 
money; she doesn’t need to work. 
She’s taking a job from some needy 
RED ARROW G man.” 

This is the same reasoning as if 
Smith were to object to Brown’s 


DISTINCTIVE 
EXCELLENT 











GARDEN SPRAY 
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NEW 1941 SPARTON 


STING-RAY 


Electric Fence Controllers 


Now fully tested and approved by 
Underwriters’ Laboratory, Inc.* 


Models for every purpose and type of current, operating 
on 110-V, AC or battery current. Fully approved by the 
Wisconsin Industrial Commission and Oregon Department 
of Labor. Model SR-C-1, illustrated, is combination oper- 
ating from either “high line” or batteries. Retail prices 
starting at $6.95. 


THE SPARKS-WITHINGTON COMPANY, Jackson, Michigan 





A Few Distributor- 
ships and Dealer- 
ships Still Open. 
Write Today for 


Details. 
* Battery-Operated Models. — 








YOU'LL GET MORE 
CUSTOMERS INTO 
YOUR STORE! 


YOU CAN DO Boch / 


Make more money. You can if you offer your customers a fast, accurate, 
better lawnmower sharpening service. You profit on the sharpening job 
and bring more customers to your store. Thus you increase your service 
and make more sales on all hardware items. Get an IDEAL LAWN- 


MOWER SHARPENER. Inexpensive, modern, effi- 
cient. Grinds mowers in 20 to 30 minutes. Usual 
charge $1.00 to $1.50. Easy to operate—a clerk 
can run it in his spare time—plugs into light 
socket, Grinds scythes, sickles, grass, hedge shears, 
etc. Write for free catalog and complete plans 
for establishing a lawnmower sharpening service. 


THE FATE-ROOT-HEATH CO. 
702 BELL ST. @ PLYMOUTH, OHIO 








Wits the WEN. ANNMOWER SHARPENER 








SALES 
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There’s good profit for you in these fast selling utility 
gloves . . . on first sales and on repeat business. Sell the 
year ‘round but demand is greatest right now. They’re used 
for GARDENING, Housework, in BASEMENT and GARAGE 
... by both men and women .. . the most popular home 
utility gloves on the market, with over 10 years of national 
advertising behind them. Retail at 75c a pair with a good 
profit margin for the dealer. 

Nothing takes the place of leather, and Eezy Wear is an 
all-leather glove, made of soft, specially processed lamb- 
skin. Combines barehand fteedom with complete all-leather 
protection. Washable, and will outwear 6 pairs of fabric 
gloves. Write for details and prices. 


THE NATIONAL GLOVE CO. 


Dept. HA-4, Columbus, Ohio 
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\\ SALES 
DURING 
NATIONAL OPEN HOUSE WEEK—May 3-10 


A floor display stand and a complete assortment of sales leaders in 
the Fulton line! They'll put ''Pep'’ into sales during Open House Week 
and every other week. Thirty dust pans — long handled and short 
handled . . . eighteen beautiful Letter Boxes. Both lines have a price 
range from the cheapest to the very best. IT NETS YOU MORE 
THAN 50% PROFIT on a low investment! 

Ask Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 
305 EIGHTH AVENUE FULTON, ILLINOIS 


°e PELOUZE SCALES « | 


FAMILY ; = 


et toe 
POSTAL Tia | SSS 





INFANT 
COMPUTING 
CANDY 

DAIRY 
DIETETIC 
PHOTOGRAPHIC 
COTTON 
HANGING 
COUNTER 
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SPRING BALANCES 
Write for Catalog—Then 
Order from Your Jobber 


PELOUZE MANUFACTURING CO. 
CHICAGO, ILL 





232-242 EAST OHIO STREET 
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K. D. FRAMES 


white pine 
Ready cut—for all size windows 


SCREEN MOULDINGS 
WARREN M. KOONS 
511-527 W. Cumberland Street 

Philadelphia, Penna. 








KEY BLANKS 


OF EVERY DESCRIPTION 


5 


Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 











10c 
Cards 
| 25¢ 

Boxes 


WOOD JOINERS fia 


THEY PULL—CLINCH—HOLD 


The eutstanding fastener for making, repairing 
sereens, garden furniture, frames, ete. 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 














5224 N. Clark St. Chicago, iil. 





Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 
CALF WEAWNERS 
33 hy ee er Ao 2 8 8 
Write for FREE Circular Mfrd By 
QUINN WIRE & IRON WORKS 


BOONE, 10WA USA 








| KEY BLANKS 
LOCKSMITHS’ SUPPLIES 





Catalog on Request 


H. HOFFMAN CO. 
6245 No. Western Ave., Chicago 








PRIEST'S CLIPPERS 
A Complete 


Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 


AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 
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Alabama, Retail Hardware Associa- 
tion of, May 14-16, 1941, at Montgom- 


ery. Headquarters, Gay Teague Hotel. 
Exhibit at Auditorium. Secretary, J. H. 
Crowe, 41 N. 21st St., Birmingham. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association, and T. W. McAllister, 1020 
Grant Bldg., Atlanta, Ga., is secretary of 
the jobbers’ association. 


American Toy Fair, March 17-29, 
1941, for all classes of buyers, at the 
Hotel MecAlpin, 200 Fifth Ave., and 
1107 Broadway, ete., New York City. 
Manager, Horatio D. Clark, Toy Asso- 
ciation, 200 Fifth Ave., New York City. 


Carolinas, Hardware Association of 


the, June 10-12, 1941, at Asheville, 
N. C. Hotel headquarters and sessions 
at the George Vanderbilt Hotel. Sec- 
retary, C. B. Gladden, 407-11 Com 


mercial Bank Bldg., Charlotte, N. C. 

Eastern Hardware Golf Associa 
tion, annual tournament, May 22-24, 
1941, at the Buckwood Inn, Shawnee- 
on-the-Delware, Pa. H. L. Gillian, 9 
Rockefeller Plaza, New York City, is 
secretary. 


Gift Shows: March 24-27, at Hotel 
Benjamin Franklin, Philadelphia, Pa.;: 


March 31-April 4, at William Penn, 
Pittsburgh, Pa. 
Home Modernization Show— 


“Modernizing the Home Exposition,” 
April 22-27, 1941, at the Grand Central 
Palace, New York City. 


Housewares Show, July 13-18, 
1941, at the Atlantic City, N. J., Audi- 
torium. Sponsored by the New York 
Housewares Mfrs. Association. Secre- 
tary, Mrs. Flo English, Hotel Pennsyl- 
vania, New York City. 


National Retail Hardware Asso- 
ciation, 42nd annual congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Orleans, La. Rivers Peterson, 333 N. 
Pennsylvania St., Indianapolis, Ind., is 
managing director. 


Southern Hardware Jobbers 
Assn., meeting jointly with the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. T. W. McAllis- 
ter, 1020 Grant Bldg., Atlanta, Ga., is 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


secretary of the jobbers’ as<ociation, and 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ association. 


Texas Wholesale Hardware Associa- 
tion and Texas Hardware Boosters Club, 
June 18-21, 1941, at Galveston, Tex. 
The Boosters will also hold their third 
annual golf tournament on the Galves- 
ton Municipal Golf Course, in 
junction with the meeting. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rhinehart, 505 Arch 
St., Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


con- 


Vissouri Convention 


(Continued from page 124) 


Two resolutions were adopted by 
the association that the 
“general scheme of the 43rd State 
convention be carried forward as far 
as possible into the 44th annual con- 
vention.” 


one 


A high spot of the final business 
session of the convention was an in- 
formal talk by Mr. Busch, Union 
Mo., who is the father of the retiring 
president, G. O. Busch. Members 
of the meeting paid a high tribute 
to Mr. Busch who is, as he says, 
“near 80,” has been in the hardware 
business 46 years, and attended his 
first convention 35 or 40 years ago 
when he first became a member of 
the association. His stories of those 
early conventions and the hardware 
business then as contrasted to the 
modern store proved of interest to 
all present. 

Three busy convention days were 
climaxed with a banquet, floor show 
and dance given as a grand finale in 
the Gold Room of the Jefferson Ho- 
tel, Thursday evening, February 27. 
where members and guests forgot 
their work-a-day worries and re- 
laxed. 


HARDWARE AGE 





~ wm & 


~~ WW OO ey 


‘¥ 











KILLS APHIS 


“Black Leaf 40” sprayed according to direc- 
tions controls aphis, leafhopper, lace bug, 
mealy bug, most thrips, young sucking bugs, 
leaf miners and similar insects. Used by gar- 
deners and flower growers. 


KILLS POULTRY LICE AND FEATHER MITES 


Economical and easy to use—Our “Cap Brush” 
saves money for you! One in every package. 


Sell "Black Leaf 40" and Make 
More Money 


TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 
INCORPORATED — LOUISVILLE, KENTUCKY 














Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. New York City 





MARCH 20, 1941 








Red Dewit Contributes FREE Sets of 
Colorful Sales BUTTONS for SPRING 
HARDWARE OPEN HOUSE... 


In every Open - House 
Kit are 6 four-color but- 
tons contributed by the 
makers of RED DEVIL 
glass cutters, painters, 
woodworkers and gla- 
ziers tools. No advertis- 
ing of any kind appears 
on face (see left). 


Any hardware dealer who has 
not purchased a kit, but wishes 
to participate in Oren House, 
is invited to write on his firm 
letterhead toLandonP.Smith, 
Inc., Irvington, N. J., (men- 
tioning this publication) to re 
ceive a FREE set of buttons 
without slightest obligation. 


LOW COST ELECTRIC PLANTS 


Continental TINY TIM ue 


UP 
Supplies electricity for only Ic pr. hr. 


This battery charger and lighting outfit gives dependable 
electric service at amazingly low cost. Easy to carry with | 
built-in handle. Easy to operate (push-button starting) — 
easy to own. It supplies controlled voltage, hes en auto 
matic shut-off and a throttle to control charging-rate of 
battery. There are many more new features. Send for new 
circuler telling about the new Tiny Tim 
























HUNDREDS OF 
SATISFIED CUSTOMERS PROVE 
CONTINENTAL SUPERIORITY 


Tiny Tim generator is driven by the 
Continental Red Seal Engine, famous for 
smooth, dependable. economical power 
However, Red Seal Power is only one of 
many ovlstanding features. Learn all 
about this amazing Fay Tim, Write today! 


Continental Motors Corp. 
MUSKEGON, MICHIGAN 














You can make EXTRA PROFITS 


FILING SAWS 





t 


FOLEYsancSAW FILER 


Make your store headquarters for filing saws With the Foley 

Automatic Saw Filer any man or boy can take dull, uneven 
saws and turn them out in perfeet condition You can build 
up your repair dept. and also bring more people into your store 
for merchandise sales 

. “5. . 

ONE Machine Files Hand—Band—Circular Saws 
With the Foley Automatic Saw Filer you can do expert work easily 
quickly, without eyestrain The Foley files hand, band and circular 
saws better than the best hand filer The new Model F-16 is the 
result of 40 years’ experience in building saw filers, and ig unequalled 
for accuracy ease of adjustment and long life. Patented jointing 
principle brings uneven teeth back to uniform size 
FREE PLAN $ shows you how to start with small investment—no can 
vassing Send coupon now no obligation, no salesman will call 


FOLEY MFG. CO. 310-1 Foley Bidg., 


Minneapolis, Minn. 








Send Free Plan on Saw Filing business—-no obligation 
NAME . itned Sebo phe atbaaseeae an ¥5 ele i> pileeuhere 
ADDRESS 

















Chlassihied Opportunitiea. Section... 














Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| _Chansihied Adwentining Ratea | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... 08 


Positions Wanted 


(Special Rate) set solid, maximum, 
Pp OE cctnvecctscedeececncscece $1.00 
Each additional word............... -05 


Allow Seven Words for Keyed Address or Y our Address 


BOXED DISPLAY RATES 


GE. bdicabad caeclcesaccenascees 


DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Waried Advertise- 
ments. 
—-e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Sampies of Merchandise, Literature, 
Catalogs, etc., will not be torwarded te 
box number advertisers unless accom- 
pamed by sufficient postage for remail- 
ing 











HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

a oe 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 














|| Positions Wanted 

















HARDWARE EXECUTIVE AVAILABLE 


Interested in association with either distributor or manufacturer, age 47 years. 


and not afraid of hard work or long hours. 


to assume and carry responsibilities. 


office management, buying, sales promotion, advertising and sales management. 


had years of specialized and creative 


the ability to sell merchandise and ideas against stiff competition and to train and 


direct salesmen to do the same thing. 


connection. Services available 
formation treated in strict confidence. 


AGE, 100 East 42nd St., 


20 years’ experience covering finance, 
sales work. 


Best of reasons for desiring to make new 
immediately. 
Address Box E-327, care 
New York City. 


Active 
A good organizer. Capable and willing 
credits, 
Have 


Can cultivate friendships with 


References gladly exchanged. All in- 


of HARDWARE 








H 


ARDWARE PERSONNEL, OUR FILES 


CONTAIN applications of several hundred experi- 


enced clerks, 


and 


tailers and wholesalers. 


Just 
ciate 
New 


SALESMAN, AGE 35, 
"‘E, HARDWARE, 


EN( 
insid 
ity 
100 


managers, counter men, bookkeepers 
stenographers for New York hardware re- 
No charge to employers. 


phone Wisconsin 7-1802 or write to Asso 
d Placement Bureau, 152 West 42nd Street, 
York City. | 


18 YEARS’ EXPERI- 
power tools, hand tools, 
e and outside; location Philadelphia or vicin 
Address Box E-323, care of Harpware Acer, 
FE. 42nd St., N. Y. City 





S 


ALESMAN 


WITH 


TRADE, THROUGHOUT New England calling 
on plumbing and hardware jobbers, major hard- 


ware 
line. 
and 


in Boston. 
WARE AGe, 


dealers, and D. T. U’s. Desires reputable 
Can produce highest references of characte? 
experience. Have car, married and residing 
Address Box E-306, care of Haxp- 
100 E. 42nd St., N. Y. City. 





MANUFACTU oe 


DES 
Call 


yards 


trade 
liable 
care 
City 


M 


sellin 
depar 
store 
ance 


ARRIED MAN, 
PLIANCE 


P gg + wee ‘SENT ATIVE 
IRES A LIN for Metropolitan area 
on large ret ail” ‘ha hee are stores and lumber 
Have a large desirable following and 
acquaintance. Young, experienced, and re 
Best of references Address Box E-316, 
of Harpware Ace, 100 E. 42nd St., N. ¥ 








28, 8 YEARS HOME AP- 
experience in all phases of retail 
g, capable of taking full charge of appliance 
tment, wishes position with large hardware 
in well-populated territory. Am now appli- 
sale manager in northwest town of 30,000. 


stocked department through good management, prc 


motion and sales organization 


chara 
care 
City. 
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ability. Excellent 
Address Box E-324, 
100 FE. 42nd St., N. Y 


cter and references. 
of Harpware Ace, 


ESTABLISHED | 


| tractual and 
Have built department from few appliances to well | 


taxes, 





SALES EXECUTIVE 
Available after March 15th. 2 years’ 
experience in sales . . . United States, 
Canada and foreign fields, with lead- 
ing manufacturers of electrical prod- 
ucts Sales, Merchandising, 


Advertising, Credits and Service .. . 


Past four years Sales-Manager for 
SCHICK SHAVER, Ltd... . J Age 45, 
American, married, Catholic. Inter- 
ested only in responsible position with 
reputable company Prepared to 
reside anywhere. 

Address a A 326, care of — AGE 

. 42nd St., N. Y. 








YOUNG MAN, MARRIED, 10 YEARS’ EX 
PERIENCE retail hardware, housefurnishings 
and radio, desires position with reliable concern. 
Familiar locksmith, radio and electrical repair 
work; window dressing, display, managing and 


salesmanship. Would appreciate interview. Pres- 
ent location—-Brooklyn, New York. Address Box 
,-320, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 


CREDIT MANAGER, ACCOUNTANT, 35, 
HIGHLY PROFICIENT, excellent background 
and training in consultative and supervisory 


capacity. Fifteen years in the hardware, 
and roofing materials 
has developed 


building 
and metal products trades 
a broad experience in dealer, con- 
technical credits, FHA & HOLC 
finance, branch credit control, effective application 
of commercial law; general accounting, financing, 
sales promotion, management and public 
relations. Opportunity of paramount Importance 
Address—Credit Manager, Room 508, 154 Nassau 


St... N. ¥. City. 









M [ANU] F AC TU RE RS’ AGENT, COVERING 
Chicago, Illincis, Indiana and Wisconsin, desires 
| to represent, in this territory, manufacturer of 
quality hardware. Just over draft age, married, 


Address Box E-319, 


| drive a car, good reterences. 
| care of Harpware Ace, 100 E. 42nd Street, 
Lx. ¥. City 

HARDWARE M: AN, : 37 “YEARS OF AGE, 


married, thoroughly experienced at wholesale and 
retail hardware, housewares, electrical supplies for 
15 years, desires position with reliable firm in 
New York or out of town. Address Box —! 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 

















SALES AGENT WANTED TO REPRESENT 
leading shellac manufacturer in N. Y., Pa., Conn., 
Va., and W. Va.—<contact hardware, paint stores 

good commission—ideal sideline item—-must fur- 
nish references and proof of ability. Address Box 
E-317, care of Harpware Acer, 100 E. 42nd St., 
| N. ¥. City. 
MANUF AC TU RERS’ _ REPRESENTATIVE 

WANTED IN PRINCIPAL markets to handle 

nationally-known roach, ant, flea and rat killers. 

Unusual dealer advertising help. Products non- 

poisonous humans, domestic animals. Write us 

te lines carried, territory covered. Ad- 

dress replies to—-Manufacturer, P. O. Box 3546, 

Daytona Be ach, Florida. 
SALE ESMEN WAN TED WITH FOLLOW- 

ING AMONG hardware stores to sell a com- 

plete line of fibre tool boxes in New Jersey, 

Western Penn., Ohio, Va., and West Va. Attrac 

tive proposition as side line. State lines now 

carried and territory covered. Address Box 





fully, st 





E-328, care of Harpware Ace, 100 E. 42nd St., 
: me. Y.. City. 
SALESMEN FOR NEWLY PATENTED 


HARDWARE ITEM. T» call on hardware, 
lumber vards, contractors, etc. Patented storm 
| window and screen hanger. Big improvement. 
Retails ten cents. Liberal commissions. Unlim- 
ited sales field. Address—SAF-N-EZE HANGER 
CO., 740 First Nat'l, Omaha, Nebraska. 

| 

| 





OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full 
Selling Furniture, hardware, de- 
sellers. Small 


time salesmen. 
partment stores. Fast patented 
light sample case. Positively world’s finest 
Call on only best concerns. Best selling season 
now. Address—Dustmaster Corporation, 523 Prod- 
uce Exchange Building, Minneapolis, Minnesota. 


FIVE POSITIONS AVAILABLE FOR 
JUNIOR SALESMEN ON FIXED SALARY 
AND CAR ALLOWANCE SELLING BUILD. 
so HARDWARE FOR LARGE MANUFAC- 

URER. MUST HAVE EXPERIENCE IN 
THIS FIELD. TERRITORIES LOCATED IN 
NEW ENGLAND, MIDDLE ATLANTIC 
STATES AND SOUTHERN STATES _IN- 
CLUDING WEST VIRGINIA. LOCAL MEN 
PREFERRED. ADDRESS BOX E-284, CARE 
OF HARDWARE AGE, 100 EAST 42ND 
| STREET, NEW YORK CITY. 











HARDWARE AGE 
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- Accounts Wanted A Accounts Wanted 


[ Business Opportunities | 





TOOL LINE WANTED FOR ILLINOIS, 


Indiana, Ohio, Michigan, on commission basis. DUE TO PRESENT METAL SITUATION, 
[ want a quality line with a set-up for hardware | manufacturers’ representative has time to devot 
jobbers and a strict jobbing policy. hove warehouse to one more line selling to hardware jobbers, mill 
facilities and de missionary work constantly. Have | supply houses or department stores in Chicayo 


a good following among both jobbers and dealers. | and Milwaukee areas. Must be quality merchan 
Well established—well financed. Young and in dise, competitive in price with volume possibil 
Carry 3 fast moving lines now— | ities, manufactured by established reliable concern 
will never have more than four. Address Box Address Box E-321, care of Hirpware Acer, 100 
E-288, care of Harvware Ace, 100 E. 42nd St., | E. 42nd St., N. Y. City. 


good health. 


N. Y. City. 











| Business Opportunitien || Business Oppcrtunitien | 











With business practically waiting on the Door-step. 


270 Broadway N. Y. City COrtlandt 7-5900 


CUTLERY STORE MOVING OUT 


After many years profitable business 


What An Opportunity for a SUCCESSOR 


117 FULTON STREET, New York 


Very Desirable Store For Rent. 


PRIME LOCATION BETWEEN NASSAU & WILLIAM STREETS. 
ADJACENT TO INSURANCE AND FINANCIAL DISTRICTS. 


For Complete Information 


WM. H. WHITING & CO. 





FOR SALE GENERAI HARDWARE 


STORE, 38 years same location Dairying. 
fruit and general farming Industries in com 
munity include fruit cannery, cotton gin and oil 
mill, and two large wineries 2,000 families in 
shopping area. Located Central San Joaquin 
Valley in California. $9,500 Stock, sacrifice. Ad 


dress Box E-322, care of Harpware Ace, 100 F 
42nd St.. N. Y. City 


WELL ESTABLISHED GENERAL HARD 
WARE STORE for past 29 vears in a town 
over 5,000 and outside drawing 13,000 with va 
rious manufacturers, and in a wonderful farming 


country. Good clean stock. General hardware, 
housefurnishings, paints, stoves, etc. Reason for 
selling-—poor health Located in Central Penn 


sylvania. Address Box E-325, care of Harpwari 
Ace. 100 E, 42nd St., N. Y. City. 











GIRLS WANTED 


Old established Marine jobber and manufac 
turer needs extra girls to price orders, write 
quotations and answer correspondence ; start 
ing at $25. Write giving training and ex 
perience. Positively no interviews granted 
unless you are notified 
Mr. W. E. Willis 
E. J. WILLIS COMPANY 

$1-92 Chambers St., N. Y. City 




















HARDWARE 


MANAGER wanted for town of 10,000 popula- 
have from three to five thousand 
invest 


tion. Must 


dollars to 


full particulars 


Engedal Company, Marinette, Wis 


' ‘ _— = HAVE PATENTED ITEM MADE OF wire 
AND APPLIANCE STORE | which is compact, neat, has many uses, can be 
sold hardware, sporting goods, chain and depart- 





ment stores. Interested in giving exclusive manu 
facturing and sales’ right to responsible manu 
facturer on royaltv basis Address—-Box 6507 
..S. Post Office, Pittsburgh, Pa. 


which will be secured. Give 
first lette: Address -L. O. 





AGGRESSIVE EXPERIENCED HARDWARE 
MAN FOR assistant manager of large uptown 
retail store in Carolina City. Excellent oppor 
tunity for advancement and active interest. Give 
full experience, recommendation, age, etc. All 
replies confidential. Address Box E-314, care of 
Harpware Acr, 100 E. 42nd St., N. Y. City 











‘HE ADVERTISED IN THE RIGHT MEDIUM 





This man wanted to represent a good 
manufacturer—he told his story in the 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


advertising in the right medium. 


HARDWARE AGE is noted for quick 
ry it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


100 E. 42nd Street New York. N. Y. 


hardware 
Classified 


results — 








MARCH 


20, 


1941 
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Tne Dasm (—) Indicates that the Agvertisement Does Net Appear in This issue 
A Deming Co., The 
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y} eee: ae : 
; Deniston Co., The 128 
} Starts with Carefully Selected Fibre — | Acme shear > one = | DeWitt Operated Hotels _ | 
4 Aladdin Industries, Inc. samc egy — Horseshoe Co 
No other cordage mill, besides Columbian, maintains such a complete Y, seme He So. .-- = ° “a By gg oe a - 
buying, packing and warchouse organization in the far-off Philippines. American Brass Co. 5? | du Pont de Nemours & Co.. Inc 
‘ Y American Cabinet Hardware E | " ea 
That's why the fibre used in Columbian Rope is quality-controlled. Corp. : _ ; & ; . 1 
. American Chain & Cable C Dure Metal Preds. Co. le t 
This typifies the care and inspection that Columbian ~ °., ‘ 
maintains every step of the way! American.Chain Div. 36 E ' 
American Chemical Paint Co. — | Eagle Mf c 
American Fork & Hoe Co., The 3!, 32 9: ~ 136 t 
COLUMBIAN ROPE COMPANY American Mfg. Co. i’ | Eagle Rule Mfg. Co. = t 
¥ Edison General Electric Appl. Co. 30 l 
AUBURN, “The Cordage City,” ™. ¥. American Pad & Testle. Co. = | Edlund Co. > 
American Shearer Mfg. Co. 142 | Egmont Mfg. Co. ms t 
American Steel & Wire Co.. 17, 23, 29 | Elastic Tip _* The t 
American Thermometer Co. — | Slectro-Line Fence Co "129 t 
American Thermos Bottle Co., The — Embury Mf Co . 136 
American Turpentine Farmers As- Empire Pome Mfg. Co a 
soc., Cooperative —| Empire Plow b gg ? a 
——s Ames, Baldwin Wyoming Co — | state Stove So, a 
Animal Trap Co. of America 127 Everedy Co The wi 
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Arbogast, Fred 125 . 
TRICQ ' @) Arcade Mfg. Co. “| Evinrude Motors 
. Archer-Daniels Midland Co —- 
Armstrong-Bray & Co 140 F 
Armstrong Bros. Tool Co. — | Fairbanks Co., The pom 




































' 
‘ 
i. 
i. 
‘ 
4 
i 
Arvey Corp. 13) | Egirbanks M h 
F U S E S Atkins & Co., E. C. 7 faseeh Check “Sest Pg 129 : 
THE COLOR TELLS THE SIZE Atlas Asbestos Co. 137 | Eate-Root-Heath Co. 141 ; 
Auburn Central Mfg. Co. 139 | Federal Tool Corp. ad 
ripe Automatic Products Co —| Fiske Iron Works, J. W. aa 
SAFE gr Autoyre Co. — | Fletcher-Terry Co. ; _ h 
. Flexible Steel Lacing Co. 132 Nv 
SHOCK PROOF . © B Flint & Walling Mfg. Co., Inc... 119 N 
, . / s . Baker McMillen Co. — | Florence Stove Co. ; - Vv 
Ne Gite ts nt Seas ae ‘ SVM | Ballonoff Metal Products Co. —|Foley Mfg. Co. 18 \ 
tou h Ay ~ ig ao = ’ or te ? ? Borr Rubber Prods., Inc. — | Frankelite Co. = iy 
snatae Se a ee Sat ane mn . Barrett Co., The gi | Franklin Glue Co. 135 \ 
= Ay a! aie ta 3 ox FREE : - Bassick Co., The — | Frantz Mfg. Co. - M 
a ianinen " ina = Behr-Manning Corp. — | Frick-Gallagher Mfg. Co. - HW 
with every 50 fuses Som recipes Marat 111 | Frigidaire Div. = . 
Ask Your Jobber For Colortops — < i Bethlehem Steel Co. 14 
ma Bissell Carpet Sweeper Co — GS 
Blaisdell Pencil Co. - i 
TRICO FUSE MFG. CO.~~ae™) Bommer Spring Hinge Co — | General Electric Co. ~ N 
on . Bond Electric Cor _ ocks 
MILWAUKEE WISCONSIN Boston Wenn Sess 6 Rubber Co + aan , _ N 
26, 27 eating Devices _ N 
anita . aan Boyle Co., A. S. (Plastic Wood).. —| Lamp Div. _ N 
Boyle Co., A. S. (Three-In-One Wiring Devices ~ 
(- ~ Oil Div.) _ —— Leg sg ag Corp. 6 N. 
Briggs & Stratton Corp — | Gibson Goo cols, Inc _ N 
Two models Brooks & Sons, M. S. — | Gilbert & Bennett Mfg. Co. _ N 
fit all mow- Brown Corp., W. R. — | Glass Coffee Brewer Corp _ No 
ing conditions Brown & Sharpe Mfg. Co. — | Goodyear Tire & Rubber Co., Inc. Ne 
Model “‘D"’ Brown Fence & Mfg. Co., H. L.. 122 21, 22 Ne 
$110, Model Brush-Nu Co. —| Graham Mfg. Co. ; 142 Ni 
‘*S'' illus Bua-A-Boo — | Greenfield Tap & Die Corp 110 Ne 
trated ..... Builders’ Hdwe. Textbook 16 | Greenlee Tool Co. _ Ne 
$79.50 Burton Mat Co. — | Griffin Mfg. Co. _ Ne 
. Ne 
bamstont to eper- : Hamlin Metal ~ c Ni 
cause handiest to oper- F : 7 : __| Hamlin Metal Prods. Co. 
ONE po vee Nag = Be meme J amen y _—* wn _ | Hammond Paint & Chem. Co. _ 
HAND atecsina. Cate 16° Carborundum Co., The 65, 66 +e ag ——- Co. a. ~ 
swaths; quiet, easy- Cdrey Co., The Philip 134 DP. es Se. a Ol 
starting 4-cycle motor; Carnegie-lilinois Steel Corp 73 din eo ae alee Or 
speed selector; adjust- | Carrollton Metal Products Co (| a ee ‘White Work roy 
able cutting heights; | Carter Prods. Co. .. _ | Hazard insslated _ orks — 
rubber tires. Tenth suc- Champion Hardware Co., The — | Heller : Co , = 
cessful year. Write for | Chatillon & Sons, John _ | Heller _. Co, 13 
dealer proposition. | Cheney Hammer Corp., Henry a Henkel-C auss . °. Pa 
| Chicago Roller Skate Co. —| Hilger Co., — 142 Pa 
y J Chicago Spring Hinge Co. — | Hoffman Co., H. Pa 
‘ i Wheel & Mfg. Co. 128 | Holt Sales Co. - Pa 
a 1811 W. Hepe Ave., Milwaukee, Wis. | Clark Mfg. Co., J. L. 132 | Hoppe, Inc., Fronk A. 133 | 
Clarke Sanding Machine Co... 125| Hotel Bellevue-Stratfor - Pa’ 
Claytcn & Lambert Mfg. Co _. | Hotstream Heater Co. 139 Pa’ 
e | Clemson Bros., Inc. — | Hoyt Tear may — Corp aH Pec 
é snuin DOMES of S] Bon CE Cleveland Chin & Mfg. Co., The 79|Huenefeld Co Pe 
€ Cleveland Wire Spring Co., The — | Hustler Corp 
Clopay Corp. = er 
StIDE StLENTEY < SOFTLY - SMOOTHLY Gebum Trolley Track Co. = ' Pa 
T | Coleman Lamp & Stove Co _- - e 
SAVE FURNITURE Cotties Co., The a ee oe _ a 
i) & = CREATE Qu! ET bend Corp. har! 23 29 Imperial Molded Prods. Corp _ Pit 
nme Ro ,* 146 Independent Lock Co. 9 Ply 
Columbian Vise & Mfg. Co 75 | Indestro Mfg. Co. = Pre 
meosrerer net 9 ‘ — | Ingersoll Steel & Disc Div. Borg- Prit 
Connecticut Valley Mfg. Co Warner Corp. aaa ~ 
ver corer eng Pe Me 148 International Harvester Co., Inc — Pu, 
| Conti reeree Steet C. 1 ‘* __ | International Nickel Co., Inc. 13 
Rubber Cushic —- o H.C. T The ‘ * | Irwin Auger Bit Co., The ! 
| Cooper Mfg. Co. .. Tr 9 
| Crescent Tool Co. 20 J Qui 
| Cross & Co., W. Ww. 77 | Jackson Mfg. Co. — 
| Cyclone Fenco Co.. '7| Jacobson Mfg. Co. 117 7 
——— Jennings Mfg. Co., The Russell — Rai 
- — D - 
r Ray 
Ask your Jobbe supplied write to Daniel Co., Edw. W. »* ; : . re 
Dazey Churn & Mfg. Co. 107 | Kawneer Mfg °. = Ray 
DOMES of SILENCE Inc. 35 Pear! a N. Y. 4 Dean Rubber Mfg. Co. ... 95 | Kees Mfg. Co., F. D. -- b 
| Deepfreeze .. — \Kester Solder Co. - 
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- Ondex SJc fdwertinen 
x Ss 
‘ — KNOWN QUALITY Siitjed"Cutomer 
cnr ash (—) Itndieates that the Advertisement Dees Net Appear ‘ 
A 
sia aa : In This Issue SHARK BRAND CHISELS 
K be a ecaccvesees —, Ray-O-Vac Co. 
in eystone Steel & Wire C i 73 
A i ae —| Remington Arms Co. 
28 Klein & Sons, Mathias . o., Inc. 55 
= tech Se e ‘ 96 | Republic Brass Co. ... am 
ns, Inc., George —| Republic $ 
shan Koons, Warren M. 14 public Steel Corp. . pats 
- ae Po 
°. 
4s L Rimen Ce. Oscer Cc. ee Pm _ are made in 
Lamson & Sessions Co. 6 Rochester Sash Balance Co., Inc ies fi Sweden from 
7 Landers, Frary & Clark | Rogers Isinglass & Glue Co... - semelp ant ook onah 
_ Libbey-Owens-Ford Glass Co ___ | Ruby Chemical Co. om Pad Discriminating oomeman 
a inpiasering Co. 15 ee & Ward Bolt & imitations preciate their known quality 
chlueter Floor Machine ut a secuuse of their reputation as de 
Co. inery _| Ryerson & Son, Inc., Jos. T 137 pendable tools, they ‘sell ‘with little 
mm Lindsay’ Light 7 oa te 3 = effort, which means sure profits to you 
isto Pencil Co. —_ Ss | 
pa L . . P . 
= Lockwood Hdwe. Mtg. Co. = st Charles Mig. Co. ” @ Stocked by leading jobbers, or write ® 
posal “ . am y " y . 
= hy hy hy * 33 | Samson Cordage Works —| || SANDVIK SAW & TOOL CORPORATION 
a Lufkin Rule Co., The 124] Sandvik Saw & Tool C a 47 Warren St. 11 North Jeffe s 
129 Luther Grinder & Tool Co —| Savage Arms en _— stad New York, N. Y. Chineme “<n. sad 
a thicago, I. 
E , 8 a hea 
— McCormick Sales Co., Inc 140 sor Se So. - - 7 ; 
_ McGill Metal Prods. Co. =e schemmern Co., The Wm. vr 
= McGuire Co., George w. 138 Seiberling Latex Prods. Co 113 
146 McKinney Mia. Co. we Sentinel Radio Corp. _ 
ne pean Co. 112 Shopleen —— 135 
agar Car Corp. pc 1g araware °. 150 
Marble Arms Mig. Co. en —s Bronze Powder & Sten- 
sia Mast i °. ; i 
0 Stadion, Mosier’ Gis. =| shelby Cycle Co. - 
Mayes Bros. Tool Mfg. elby Spring Hinge Co. 126 
141 Mayflower mi - Co. pad gg 9 Mfg. Co., H. B. a 
Se Meckling Gros. pe ilver Lake Co. , -— 
- Metal Industries, Inc — | Simplex Mig. Co. - 
a Metal Textile Corp. p Skuttle Sales Co. ts 
ro Miami Cabinet Div. 134 Senith, Inc., Landon P. 127, 143 
Milcor Steel Co. _ Smith & Son, Inc., Seymour bas 
ions Miller, Inc., Robert E. 146 Smith & Corona Typewriters, Inc., 
143 Millers Falls Co. med FR. Women i 
peal Mi - uum i o., Inc 148 
fs Milwaukee Lace foper Co. | Spore Withington, Co a 
a Moore Push-Pin Co. os tet a Mfg. Co. 106 
7 terse Tui Drill & iiachine Ge. —| nenkog fines Ge.” 7” ms 
= °. = 
Myers & Bros. Co., The F. E...18, 19) Stanley Tools ns 
Stanley Works, The 5 
N Starline, Inc. . — 
a athe . any ES - D. P. HARRIS HDW. & MFG. COMPANY, INC. 
r ash-Kelvinator om. (Kelvinator Stewart | 
Div.) i ~ ewal ron Works Co. 126 ROLLFAST BUILDING » NEW YORK,N Y 
— National Brass Co. 34 ——— oy a. pce 
a National Cash Register Co. ~i ian a ae e- Co., Te 19 
= — Enameling & Dveaeneinns Swift & Co. .. a ae 
eo. . ‘ 24 
6 National Glove Co. T 
seca baa 
- aoe ae S | a POPULAR PREFERENCE for 
ia National Pressure Cooker Co 115 | Taylor Instrument Companies - * 
National Screen Co. . 97 | Tennessee Coal, Iron & Railroad 
2 New Haven Clock Co. 121 | Co. .......0e. : 29 in erma ro uc S 
va hae fic ce | _ Tete reduc 4 Chemical Sani-Seald VACUUM BOTTLES and 
Norcross & Sons, C. S. —| Corp. . 143 - JARS 
: ei i | || a Can Make M 
orlun o., Inc., O. A. — | Townsend, B. Ww. . 38 
North Bros. Mfg. Co 7| Trico Fuse Mfg. Co 146 = n a e oney 
North American Press, The —|Triplewear .... -. 133 ' Z for Y 
- Norton Door Closer Co. — | Triplex Screw Co., “The 123 ou 
¥s Troy File Works - 
a Tucker Duck & Rubber Co Be If you are not now an Aladdin dealer and 
re} Turner, Oey & Woolworth Han- —- gr what a fast-seliing profit- 
i oducer it is, investiga i i - 
147 Okonite Co., The — dle Co. owe —_ diately ieersaned eountrial yon mn 
ga! Ontario Knife Co. aa throughout the country has brought forth a 
re Oxford Tool Co. ry U —— demand for these products. 
p rite us at once for full infe atio ci 
—_ Union Fork & Hoe Co., The yard prices ond some of pli Bimorg ~~ ia 
- , ince Herren, | | OO ° 
1 Page Seed Co. __| Union Steel Prods. Co. 
vo Pai Cc Th ~ | Upson_Bros.. Inc. _ . 
- Paine Company, The —| UPS. Plywood Co. 89 ALADDIN INDUSTRIES, Inc. 
a Panellit Displays, Inc. (lronorse 2 RD gn wt : 17, 23, 29 223 W. Jackson Blvd., CHICAGO, ILL. 
Div.) 105 | Unite ove Co. - 
- Pat Utica Drop Forge & Tool Corp _ 
139 oot anes S ia! " 
* Peck, Stow & Wilcox Co. — 
i Pecora Paint Co. 109 | Vaughan & Bushnell Mfq. Co. 131 GE 1 2 t8 OB » 1: > 4 ES 
- Pelouze Mfg. Co. 14) | Vaughan Novelty Mfg. Co., Inc. — 
Perfection Stove Co. —| Victor Electric Prods., Inc. 173 
Peters Cartridge Div 11, 12 | Viking Air Conditioning Corp.. 133 
Petersen Mfg. Co. — | Vita-Var Corp. pnt 
pei Pioneer Rubber Co. 133 | Vichek Tool Co., The oo 
pri Pittsburgh Plate Glass Co = 
0 Pittsburgh Steel Co. — WwW 
nai oe Cordage Co. 81 | Wagner Mfg. Co. _ 
: remax Products — | Warren Tool Corp. 91 a al 
_ Prime Mfg. Co. 108 | Western Cartridge Co. 83, 84 iene oo 
ae Progressive Mfg. Co., Inc. —| Westfield Mfg. Co. pane if meee i 
13 Puritan Cordage Mills 129 | Westinahouse Electric & Mfg. Co. — World's Largest Level Plant of its kind 
| White Mountain Freezer Co. 90 
bere ee Carriage Co., F. A. 121 Best by Test — Since 1896 ; 
‘ . ickwire Brothers, Inc. _— 
Quinn Wire & tron Works 142 Winchester Repeating ‘Aone Go... 07 
indsor Wax Co. _ 
117 Woodruff & Sons, Inc., F. H. —_ 
an Railway Express Agency (Air Ex- Wooster Brush Co. 2 
press Div.) 100 | Wright Steel & Wire Co., ©. F. _ 
Raybestos- Manhattan, Inc. (Indus- 
Ph Sales Div.) _ 
~ aeneesseearan, Inc. (Ray- Yale & Towne Mfg. Co., The 3 MAYES BROS. TOO 
a > ee » T L MFG or ustin ich 
= bestos Div.) — | Youngstown Pressed Steel Div. 139 ieee Fe ee 
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DEALERS O. K. TAVERN HOME PRODUCTS 


Here 


£, fle "Guaninled by, 
/ PRICED TO PLEASE ve i sod 





Tavern Home Products Will Bring 
You a Satisfactory Profit... Gaol 


OU’LL BE PLEASED, TOO, at the way Tavern OP ent ate Gilt Winder 
Home Products move off your shelves. Once or aes ORY Se ;: Swe 
having tried them, homemakers come back for ee 4. 
more —for they save time and work. Since > VA = 
they’re priced to please and the turnover is & Daste a 
good, they’ll give you a satisfying profit. 7 ry 
Tavern Home Products are developments 
of Socony-Vacuum Research Laboratories. 
They carry the guarantee insignia of Good 
Housekeeping Magazine. 


~ 





NATIONALLY ADVERTISED Y 


12,500,000 Homemakers read 
these hard-working ads...and BUY 


Leading weeklies and monthlies tell the story of Tavern Home 
Products’ outstanding qualities. Order today from your near- 
est Socony-Vacuum office or its affiliated companies. 











Ancther important development 
Backed by is Bug-a-boo, the Super Insect 
the Sign Spray with the easy-to-remember 


name. Powerful and quick, yet 





the Nation won’t spot or stain. Ask about 
Bug-a-boo Garden Spray and 


SOCONY-VACUUM Knows! Bug-a-boo Moth Crystals, too. 





TAVERN HOME PRODUCT 


NON-RUB FLOOR WAX - PASTE WAX - LIQUID WAX - WINDOW CLEANER - TAVERN CANDLES - PAINT 
CLEANER - RUG CLEANER - FURNITURE GLOSS - LUSTRE CLOTH - PARASEAL WAX - ELECTRIC MOTOR OIL 
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HE success of any hardware manufac- 
turer, jobber, or retailer is entirely 
dependent upon their mutual assistance 
and co-operation. Thus, your jobber’s sales- 
man, as a representative of his jobbing 
house and, indirectly, of the manufacturer, 
has a two-way stake in your success. When 
you realize this, it is not difficult to under- 
stand his keen desire to do everything that 
he can to assist you in the profitable opera- 
tion of your store. 
Give him half a chance, show the least 


little interest in “‘talking shop.” and you'll 


find an absorbed listener and an expert 


counsellor. Hardware jobber’s salesmen 
have had training and experience in selec- 
tion of goods, types of display, promotions, 
special deals, advertising, and all the other 
angles of economical selling and store 
operation. And it’s all yours, willingly, for 
the asking. 

Why not bear this in mind next time ‘“‘the 
man with the big book” calls? A trial will 
show you that there can be dollar profit in 


time spent with your jobber’s salesman. 


Aluminum Goods Mfg. Co., Manitowoc, Wis. 


isk Your Jobber’s Salesman... HE KNOWS! 
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Youll be delighted 
with its 


i he nationally-known Sporting Goods Lines of the 
old SIMMONS Hardware Company are presented 
for the first time together with those of SHAPLEIGHS in one 
of the most outstanding Sporting Goods Catalogs ever 


published. You'll be delighted with its completeness. 
You'll find it particularly helpful in selecting stocks 


SPORTING GOODS 
PROFITS 
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and in making special-order sales... .. Above 
all, you'll find that there is a great deal of both 
pleasure and profit in selling SHAPLEIGH-identified 
merchandise. Its appearance, quality and performance 
mean extra sales for you, more satisfaction for your 


customers! 


Lal 


TO BIGGER 





Above 
sl of both 
H-identified 


performance 


n for your 





